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Rough Proofs 


If Florida hotels are react 
booked up as heavily as reports in- 
dicate, it must be that winter vaca- 
tionists have decided to postpone 
their headaches from January 1 to 
March 15. 

_— - 


After Gene Tunney delivered his 
blast against Lady Nicotine and all 
her devotees, the “Smokes for 
Yanks” campaign went ahead just a 
little faster than before. 
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Marshall Field III has discovered 
that a mewspaper publisher is a 
public figure. Sometimes he must 
wish that he could resume the 
peaceful role of an obscure mil- 
lionaire. 

, FF FF 

The Army has placed an order 
with one pharmaceutical house for 
50,000,000 aspirin tablets, and per- 
haps the boys in the training camps 
will be willing to share them with 
business men working under pri- 
orities. 

7 V F 

An admirer of Stanley Resor, 
noting that he recently presented a 
seven-month old cow moose to the 
Bronx Zoo, is certain that it is go- 
ing to turn out to be a little bull. 


~~ | F 
Cigars, mustaches and rugged in- 
dividualists are coming back to 
America, thinks Senator James J. 
Davis, of Pennsylvania. Well, five- | 
cent cigars have a chance, anyway. 
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They are having lots of trouble | 
trying to figure out a price control 
bill that will please all hands. 
Everybody is in favor of controlling 
prices, as long as they are the other 
fellow’s. 

v,vy 


The Chicago National League | 
Baseball Club is advertising season 
tickets as suitable Christmas pres- 
ents. But what Cubs fans would 
like to find in their stockings is a 
good reliable 20-game pitcher. 


| carried 


vgy¥s iy? 


An advertising man who noted 
some of the funny results of maga- 
zine make-up suggests that publish- 
ers require their compositors to 
read the ads. But the union might 
insist that this is cruel and un- 
usual punishment. 


vgy¥se iy 


Walter Paepcke, head of Con- 
tainer Corporation, limits copy | 
Writers to 14 words in the com- 
pany’s page advertisements. He is 
probably the author of the famous 
njunction, “Don’t write — tele- 
graph.” 


*, VT F 
. : es 
Gladys the beautiful receptionist | 


wants to know why some of the 
razor companies don’t show 
nice Santa Claus would look 
‘na Christmas ad without a beard. 


safety 
how 
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The Dukes of Duquesne were dis- 
inted because they didn’t get 
in invitation to one of the numer- 
bowls, but maybe the other fel- 

had them all mixed up with 
> Dukes of North Carolina. 
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The Federal Reserve Board de- 
layed application of instalment 
tules so as not to interfere with 
Christmas buying. Just another 
Proof that nobody wants to shoot | 
Santa Claus. 

Copy Cus. | 
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THE CHICAGO SUN ™ 


REVOLT GROWS IN SERBIA 
Labor to Ask Murphy Ouster | 


"WT hederahon tr Rad Net Hitler Forced 
Wil Urge = Wil Guard To Put Army 
re On ‘3d Front’ 


| ott, 
ithe Office of Price 
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Journalistic news of last week was the 

appearance of the Chicago Sun, new 

morning newspaper which started publi- 
cation Dec. 4. (Story on Page 8.) 


| Borden 
| January 


| fied malted milk preparation, 
a budget of approximately $500,000. | 


| Connecticut, 
| where Hemo is distributed at pres- 


| chief 


Borden Puts Hemo 


| quate to 


|sored by the 
Retailer 


OPA Has No Brief ~Harvard Advertising Study 
Covers 7 Major Approaches 


for Standards, 
Elliott Declares 


Much Misunderstanding 
About Word, OPA 
Head Tells Textile Group 


New York, Dec. 3. 


Harriet Elli- 
and the consumer division of 
Administration 
she heads, “holds no brief 
whatsoever for standards” 
terested only in “promoting 
greatest possible efficiency in the 
arts and sciences of consumption to 
the end that our national civilian 
and military strength may be ade- 
the needs of this emer- 
gency,” she declared here last night. 

Addressing a textiles dinner spon- 
National Consumer- 
Council, the associate 
ministrator of OPA expressed the 


and is in- | 
the | 


ad- | 


| view that the furor which is raised | 


jat the mention of standards results | 


in Magazines as 
Test Period Ends 


New Vitamin Drink to 
Build Up National 
Distribution 


New York, Dec. 3.—After a six-| 
month period of testing various ap- | 
peals in Connecticut newspapers, | 
Company will launch in | 

an intensive magazine! 
campaign for Hemo, its new forti- 
with 


The newspaper tests have been 
out in 26-week periods | 
beginning at different times in 11| 
newspapers in the western half of 
the only territory 


ent. Some tests will end this month 
and some in January. 

For the first part of the magazine 
campaign, designed to gain and 
hold distribution through the initial 
stages, Borden will use a series of 
12 black-and-white insertions of 
148 lines, to appear weekly in 
Collier’s, Life, Look and The Satur- 
day Evening Post. Each insertion 
will be a Tony Barlow cartoon fea- 
turing Elsie, the Borden cow, with. 
copy limited to the caption, the 
idea being to get the name 
across to the public. One cartoon 
will show Elsie applauding from a 
box as a pianist walks on the stage | 
with his instrument in his arms, 
while the caption reads, “He’s taken 
up the piano again since he started 
drinking HEMO—Borden’s grand, 
new way to drink your vitamins 
and like ’em!” 


Changes Tempo 


At the conclusion of the three 
months, during which Borden ex- 
(Continued on Page 30) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 28 
Business Digest 21 
Editorials 12 
Getting Personal 24 
Information for Advertisers. . 12 
Obituaries 26 
Photographic Review 31 
Rough Proofs a I 
Test Campaigns 29 
Voice of the Advertiser 18 


from a 


misunderstanding of what 
the word implies. 

“Standards” does not mean “regi- 
mentation,” 
ott. 


ing of the word by referring to the 


| work of artists in the Renaissance 


period in developing standards for 
paints and pigments in order to 
achieve a controlled variation in 
their use of colors. The success they 
achieved made possible the full re- 
lease of the artist’s creative powers. 
“T sometimes wonder,” she 


| feared or warned that the establish- 
ment of standards would mean that 
all artists’ pictures from that time 
henceforth would look alike.” 


Cites An Example 


She cited an imaginary example 
of how her division would tackle a 
standards project. If a price order 
were under consideration for broad- 
cloth shirts, the consumer division 
would recommend that “broadcloth 
be actually broadcloth,” that shirts 
in specific price ranges be a certain 
minimum standard of fabric con- 
struction, that existing standards of 
sizes be followed, and that shrink- 
ing tolerances be limited to a cer- 
tain maximum. 

She pointed out that none of these 
recommendations would mean that 
the shirts would look alike. An in- 
finite number of variations of style, 
pattern and color would permit 

(Continued on Page 30) 


added, | 
“if the paint makers of those days | 


according to Miss Elli- | 
She explained the real mean- 


| will give its final broadcast Dec. 


DEFENSE TOOL 
2X0 TO NONE! 


AMERICA’S AUTOMOBILE INDUSTRY 


A STRONG AUTOMOBILE INDUSTRY IS THE BACKBONE OF DEFENSE 


The auto industry's importance as the 


“backbone of defense’ forms the theme 
of a new campaign just started by the 


Plymouth division of Chrysler Corp. A | 


second ad in the series is to appear in 

leading metropolitan newspapers through- 

out the nation and similar copy will be 

carried in magazines. J. Stirling Get- 
chell, Inc., is the agency. 


Bob Hawk Starts 
New Quiz Show 
for Camel Jan. 9 


New York, Dec. 4.—R. J. Rey-| 


nolds Tobacco Company will launch 
a new comedy quiz program star- 


ring Bob Hawk for Camel cigarets | 


Jan. 9. At the same time, two other 
Camel programs will be reshuffled 
and one dropped. Entitled “How 
Am I Doing?”, the new show will 
take over the time now occupied 
by Al Pearce and his orchestra, 
Friday from 7:30 to 8 p. m., EST, 
over 93 stations of the Columbia 
Broadcasting System. The Pearce 
program, beginning Jan. 8, will be 
shifted to the half-hour spot on 
Thursday at 7:30 p. m., EST, over 
91 Red network stations of the 
National Broadcasting Company. 
Xavier Cugat, formerly aired in 
the Thursday night spot, will move 
to Wednesday at 9:30 p. m., to be 
heard over 96 stations of the NBC 


Blue network, beginning Jan. 7. | 


The Cugat program takes over the 
time of “Penthouse Party” which 
31. 


Last Minute News Flashes 


Huge Campaign for A & P Coffee Gets Under Way 


New York, Dec. 
Maxwell 


5.—With new 


Omaha, to be followed by 


campaigns for Chase & Sanborn and 
House coffee gaining momentum, A & P today 
most aggressive promotion effort on Eight O’Clock coffee, 
full pages in newspapers in 60 cities between the 
smaller weekly 


released its 
starting with 
Atlantic Coast and 
insertions until March. A 


special Eight O’Clock campaign will also start in January in Collier’s, 


Life, Woman's 


Day and farm 


more than last year. 


papers. 
A & P newspaper expenditures this year to $5,000,000, 
Paris & Peart is the agency. 


The new campaign will boost 


about $1,000,000 


RCA Copy to Push Competitors’ Products 


New York, Dec. 5 
of plugging its competitors’ 
20 issue of The 


Saturday Evening Post, 


—RCA Mfg. Company will perform the unique job 
wares in a full page scheduled for the Dec. 
suggesting that consumers who | 


can’t secure RCA phonograph-radios due to defense restrictions follow 


their dealers’ 
has thus far been scheduled 
year. Lord & Thomas is the 


advice on other instruments in stock. 
as a one-time shot, 
agency. 


Although the theme 
it may be extended next 


Lady Esther Signs FTC Stivulation on Face Powder 


Washington, D. C., 


Dec. 5.—Lady 
to a Federal Trade Commission stipulation to cease representing that | 


Esther, Ltd., Chicago, has agreed 


face powders sold by competitors contain sand or other gritty materials 


not present in Lady Esther 


products; 
result in loss of beauty; or to disparage competing products in any way. | 


that use of other powders will 


|,000-Page Volume to 
Be Most Comprehensive 
Study Ever Made 


By IRWIN ROBINSON 

Cambridge, Mass., Dec. 3.—Many 
of the pet economic theories that 
have furnished a background for 
critical attacks on advertising, as 
well as the theses that business men 
have offered in justifying their ad- 
|vertising practices, will undergo 
isearching analysis in the long- 
awaited report on the economics of 
advertising to be published early 
next year by the Harvard Business 
School. 
| In discussing 
project with ADVERTISING AGE to- 
day, Neil H. Borden, professor of 
advertising who has been in charge 
of the study since its inception in 
| 1937, pointed out that the “need for 
'an exhaustive, factual analysis of 
the economic effects of advertising 
has long been evident.” Discussions 
'of advertising have increasingly in- 
volved issues of great public impor- 
tance, he said, and yet “the argu- 
ments on either side have frequently 
been lacking in fact.” 


the scope of the 


An Exhaustive Analysis 


That the Harvard study has been 
“exhaustive” is evident from the 
|years of effort put in by Mr. Borden 
|and his research staff, and this point 
'is confirmed by a quick glance over 
the bulging files of basic data that 
crowd the project’s headquarters in 
Morgan Hall, just opposite famous 
|\Soldiers Field. Over a period of 
several decades the Harvard Busi- 
ness School has gathered thousands 
of case histories dealing with mar- 
keting and advertising problems, 
and this material offered a jumping- 
| off point for the momentous task as- 
signed to Mr. Borden four and a 
half years ago. 

The suggestion that Harvard un- 
dertake the assignment was first 
broached early in 1937 by the Ad- 
vertising Research Foundation. Ex- 
pressing a willingness to proceed, 
| the school stipulated that the neces- 
‘sary funds should be made avail- 
able and that “it would be an en- 
tirely free agent both in the conduct 
of the project and in the findings, 
and that these findings, what- 
ever they might be, would be pub- 
lished.” In June, 1937, Mrs. Alfred 
W. Erickson, widow of one of the 
'founders of McCann-Erickson, pre- 
sented Harvard with a $30,000 gift, 
which was immediately applied to 
|the study of the economics of ad- 
vertising. 


Five Professors Help 


The four-year project cost far 
more than this original sum, but 
subsequent expenses were absorbed 
by the college and through other 
contributions. The Advertising Re- 
search Foundation lent its assistance 
in gathering confidential data from 
advertisers and agencies, thus sup- 
plementing the material on hand in 
the Harvard files. Details of mil- 
lions of dollars in advertising ex- 


|penditures, covering practically all 
major classifications as well as 
lesser groups, were compiled and 


analyzed during the course of the 
study. Mr. Borden was in active 
charge of the entire undertaking, 
jassisted by an advisory committee 
consisting of Harvard Professors 
|Howard T. Lewis, Theodore H. 
|Brown, Edmund P. Learned, Mal- 
}colm-P. McNair and Harry R. Tos- 
| dal. 

When published in book form the 
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ADVERTISING AGE 


December 8, 194] 


report will take up over 1,000 pages 
and will be divided into seven ma- 
jor sections, as follows: 

1. The economic background of 


the use of advertising by business | 


men. 

2. Effects of advertising on the 
demand for products and services. 

3. Effects of advertising on the 
costs of products and services. 

4. Relationship of 
prices and pricing practices. 

5. Effects of advertising on the 
range and quality of products avail- 


JOHNSTONE .,../ CUSHING 
155 E44 $T.N.Y.C. MU 2°6236 


advertising| 


‘able and on consumer choice. 
6. Effects of advertising on 

| vestment and national income. 
7. Ethical aspects of advertising. 


Report Completely Objective 


Stressing the objectivity of the 
study, Mr. Borden remarked that 
full recognition has been given to 
the fact that many non-business 
men who have criticized advertising 


in- 


are unacquainted with the functions | 


and use of promotion, while at the 
same time many business men are 
in the dark about the economic 
'theories that have given rise to 
much criticism. As a result, three 
chapters have been included in the 
book which are certain to stimu- 
late considerable discussion among 
advertising’s critics and _ friends. 
Two of these chapters, directed to 
non-business men, will attempt to 
clarify the functions of advertising, 
while the other chapter will try to 
shed light on the economic thinking 
behind some of the attacks. 

In making use of the mass of case 


history material on hand, the report 
will deal intensively with 11 differ- 
ent major product groups, although 
numerous other classifications will 
also come in for attention. The eco- 
|nomic effects of advertising will be 
discussed in terms of products 
where aggressive promotion is a 
potent factor as well as cases where 
advertising does not play such a 
prominent role. Considerable at- 
tention will also be given to adver- 
|tising as a stimulant for “primary 
demand”—where demand 
up for the products of an industry, 
as well as “selective demand’— 
| where competition resolves 
|into emphasis on 
| against another. 


Will Discuss Consumer Attitudes 


one brand as 


One chapter in the report will deal 
with consumer attitudes 


| 


throughout the country. 

Reference will also be made to 
the one section of the Harvard proj- 
ect that has been made public thus 
far, the report on ‘Merchandise 
Testing as a Guide to Consumer 
Buying,” published late in 1938, 
(ADVERTISING AGE, Nov. 28, 1938). 

Several well known advertising 
and agency executives, including 
officials of the Advertising Research 
Foundation, have already examinea 


'a draft of Mr. Borden’s report and 


is built | numerous comments and criticisms 


have resulted. Some of these have 
been incorporated into the final ver- 


itself |sion, while others have been re-| 


| 


jected. 
One of the most succinct observa- 


tions emerging from these previews | 
came from the advertising director | 


of an outstanding company, who ex- 


toward | 
| advertising, presenting for the first | 


|time the findings in a special re- | 


search project conducted by Alpha 


| Delta Sigma fraternity, involving 


jabout 10,000 completed interviews 
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LOWER COST THAN WTAM’S 
———- $,000073 Pes FAMILY 


WTAM ... with its Primary Coverage Area of over a million and a quar- 
ter families, not only can reach more families but costs less per family. 


Compare WTAM on two counts: 


First, divide the 15 minute daytime rate 


of each Cleveland Station by the number of families each claims in its Pri- 
mary Area. But don’t stop there. Make the second count. Take any Sur- 
vey ... and check the actual number of listeners each Station has. . . all 


day ...all night.. 


. all week. 


WTAM leads. 


More listeners . . . more 


regular listeners. The “lowest-cost-per-ear” Station in Cleveland. 


That's why WTAM is the first choice of smart network, spot and local time 


buyers . . . coast toc 


WTA 


CLEVE 


“REPRESENTED NATIONALLY \°// BY SPOT SALES OFFICES 


oast. 


ware 


oes 


50,000 WATTS 


N 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


pressed the hope that release of the 
report will bring an end to “one- 
sentence condemnations and one- 
sentence defenses” of advertising. 


A Study of Free Enterprise 


In emerging from four years of 
pre-occupation with the complex 


|task assigned to him, Mr. Borden 


| 


expressed the conviction that explo- 
ration of the economic effects of 
advertising resolves itself 


| Wherever possible, he said, the re- 


| sions 


port will set down definite conclu- 
arrived at on the basis of 


| factual material at hand. 


That many of these conclusions 


| will offer grist for the mills of the 


advertising pros and cons for years 
to come, appears to be a certainty. 


“Exclusive’ Clause 


Removed fromNBC 


| Station Contracts 


While main- 


New York, Dec. 3. 


| taining that the FCC has exceeded 
its jurisdiction, National Broadcast- 


| ing Company 


this week complied 
with one provision of the Commis- 
sion’s orders by modifying contracts 
with network affiliates. 


| Under the new terms, NBC affili- | 
| ates 


may broadcast programs of 
other networks in time not optioned 
to NBC. All other provisions, 
including those pertaining to net- 


work optional time, remain un- 
| changed. 
In a letter sent to all Red and 


Blue network affiliates, Vice-Presi- 
dent William S. Hedges pointed to 
NBC's position that “national de- 
fense will be strengthened by set- 
ting aside all disputes not essential 


to the existence of the industry.” | 
The FCC order, in NBC’s opinion, | 


is “wholly outside the Commission’s 
jurisdiction.” 


The letter continued: “... NBC 


| has decided to eliminate as a term 


of network affiliation any obliga- 
tions pursuant to which NBC affili- 
ates may not broadcast the pro- 
grams of another network at such 
times as do not conflict with the sta- 
tion’s obligation to broadcast NBC 
programs. You may deem this 


into a| 
|study of the free enterprise system. | 


SMALL-SPACE DRIVE 


HOUSEHOLD HINTS 


Humor, household hints and a premium 

offer go into this small newspaper ac for 

Swift & Co.'s Sunbrite cleanser, rec: ntly 

launched in major markets. Needham, 

Louis and Brorby now directs the 
account. 


‘Sunbrite Copy 
Brightened by 
‘Love-Loon Advice’ 


| Chicago, Dec. 4.—Using a humor- 
-ous touch coupled with household 
|/hints and a premium offer, Swift 
& Co. has launched a small space 
newspaper campaign in major mar- 
kets for its Sunbrite cleanser. 
Typical insertions are 50 lines on 
two columns, with half the space 
devoted to a reproduction of the 
Sunbrite can, replete with the seal 
of the Good Housekeeping Institute, 
Copy is divided into ‘Household 
| Hints” and “Advice to the Love- 
Loons by Dorothy Fix,” livened by 


spot illustrations inserted in copy 
blocks. 
The Household Hints section is 


devoted to such mundane remind- 
ers as adding oil to water to soften 
|}a chamois or the _ burn-soothing 
effect of an egg white. A premium, 
this time a thermometer for roast 
meats, is offered for 25 cents and 
three Sunbrite labels. 


“Quick as a Wink” 


The love-loon column consists of 
questions and answers like “My boy 
friend is always putting me on the 


spot. How can I make him stop 
this? Signed, Dot - on - the - spot. 
Answer: Eliminate the spot with 


Sunbrite, the cleanser that removes 
spots quick as a wink.” 

The campaign was planned, tested 
and placed by Stack-Goble Adver- 
tising Agency, and was originally 


scheduled to run for 26 weeks. The 
Sunbrite account, however, re- 
cently moved over to Needham, 


Louis and Brorby (ADVERTISING AGE, 
Dec. 1) and plans are not definite 
as to how long the campaign will 
continue. 


'NIAA Chapter Plans Party 
The annual Christmas party of 
the Industrial Advertising Associa- 
tion of New York will be held Fri- 
day night, Dec. 12, at Hotel New 
Yorker. E. F. Thayer, Industrial 


letter a modification of your con-| 


tract of network affiliation with us| 
to the extent that such contracts | 


may be consistent with the fore- 
going.” 


Poor Richard Club 


‘Gives Pegler Citation 


| 


| 


The Poor Richard Club of Phila- 


|delphia awarded its second annual 
| citation of merit to columnist West- 


brook Pegler “for his vigilance, 


| fortitude and untiring effort on be- 
|} half of the American way of life 


and freedom of the press.” The 
club's first award went to Henry R. 
Luce, Time, Inc. 


Marketing, is chairman of the 
arrangements committee. 
‘Sonovox Adds Holcomb 

| Lawrence Holcomb, since 1937 


radio director of Sherman K. Ellis 
& Co., New York, has been named 
Eastern manager of Wright-Sono- 
vox, New York. 


“Post” Raises Two 


J. Raymond Kelley, with t 
partment 16 years, has been ! 
manager of the hotel and travel 
department of the Boston t 
Eugene M. McSweeney, Jr.. ‘0! 
merly assistant automobile « 
has been named automobile 
of the paper. 


“Ask your 
Agency 

to ask the 
COLONEL!” 


FREE 


KECA 


EARLE C. ANTHONY, INC. 
730 KC 5000 Watts Day and Night 
LOS ANGELES ~° 


NBC 
& PETERS, INC. 


Exclusive National Representatives 
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PO Me sy baie. 
ate 


Not so long ago, in Philadelphia, there 
was an anemic paycheck that came home 
each week in the pocket of a chap named 
Joe. 


It was too anemic, in fact, to pay for com- 
fortable quarters for Joe’s brood. So Uncle 
Sam decided to help out. He built a low- 
cost housing development for families with 
incomes below a certain ‘‘ceiling.’’ 


But then came Defense. Joe’s paycheck 
soon went through that ceiling. And 
Uncle Sam had to ask him to move. 


In fact, in one week recently, Uncle Sam 
had to dispossess almost 70 of his 500 
tenants for that very same reason. 


There, Gentlemen, is an idea of what De- 


fense is doing to our big industrial centers 
like Philadelphia. 


To get statistical for just a moment, San 


Francisco’s job index is up 54%; Cincin- 
nati’s jewelry sales have jumped 38%; 
Boston’s ‘‘help wanted’’ columns are al- 
most 50% busier. 


And logically so. Business always has 
looked to the Big City to fill most of its 
needs. And now Defense, America’s big- 
gest business, is spending almost 60¢ of 
every dollar in 22 industrial centers. 


Plot your magazine coverage against these 
22 key markets, and you'll see why ad- 
vertisers are turning in record volume to 
THIS WEEK, the Big City Magazine. 


By concentrating its 5,800,000 circula- 
tion on these key markets, THIS WEEK 
covers them as thoroughly as the next 4 
weeklies, or the top 4 women’s maga- 
zines, combined. 


Which means it covers not just the Upper 


ve 


DT hb tented Seb 


7 


+ 


Crust, not just the Wage Earners, but all 


income groups. For all classes are feeling 


those Defense billions today. 


HAVE YOU SEEN OUR 
“42 MODEL”? 


New in size: standard weekly magazine 
page size. New in format: a complete 
feature on each page or spread. No more 
“back of the book.’’ 


EASIER TO HOLD, EASIER TO 
READ, EASIER TO BUY FROM 


Let us send you a ‘’Preview Copy” of the 
1942 THis Weex Magazine. 


Address: 2400 Graybar Building, N. Y. C. 
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ADVERTISING AGE 


December 8, 194} 


United Gives Prints 


United Air Lines has struck a 


new note with its 1942 calendar by | 


enclosing a ready-to-frame reprint 


of the Kodachrome illustration used | 


on the calendar in the deluxe pack- 
age used for distributing the calen- 
dar. The 
made by E. D. McGlone, United’s 
display manager. R. R. Donnelley 
& Sons printed the calendar. 


WHY BE DISSATISFIED? LET 


UCES PPING 
ee (Uy 


INC. 
SOLVE YOUR CLIPPING PROBLEM 
74 Trinity Place—New York 
Phone: BOwling Green 9-7294. 


Mactadden Shifts 
Men; ‘Beauty and 
Health’ to Bow 


photograph used was | 


New York, Dec. 4.—With the first 
appearance 
(formerly Physical Culture, ADVER- 
TISING AGE, July 28) scheduled to 
appear Jan. 5, Macfadden Publica- 
tions this week announced 


_of the Macfadden Detective Group. 


of Beauty & Health| 


that | 


T. N. Gretzer, until recently na-| 


tional advertising manager of Na- 
tional Trailways, 


has joined the) 


new publication’s Western advertis- | 
ing staff. William B. Walrath, Jr., | 


has been transferred from the 
Western sales staff of Beauty & 
Health to the Western managership 


Other Macfadden personnel 
changes include the appointment of 
William DeVitalis as New York 
advertising manager for Liberty, 
to succeed Robin Morton, who has 
resigned to join Life in Detroit. 
O. L. Helfrich has been named 
manager of Liberty’s Southeastern 
territory, a new sales division in- 
corporating New Jersey, Eastern 
Pennsylvania, Delaware, Maryland, 
Virginia, District of Columbia, 
and North and South Carolina. 
Helfrich’s headquarters will be in 
New York. 

J. M. Gilmer, manager of the 
Liberty Detroit office, will return 
to New York as automotive man- 
ager, continuing in charge of the 
Detroit office. 


MT. | 


a 


Mutual Names Wagner 


Harold M. Wagner, formerly pro- 
gram director of station WENY, 
Elmira, N. Y., has been appointed 
assistant program director of the 
Mutual Broadcasting System, New 
York. He succeeds George Clapp, 
| who was recently made a member 
of the Mutual sales service depart- 
ment, concentrating on the Coca- 
| Cola account. 


Cairns Adds Two 


FCC Admits Error 
in Resumption of 
Newspaper Quiz 


| “Washington, D. C., Dec. 4—Re. 
| sumption of hearings today by the 
| Federal Communications Co:nmis. 
| ee Reanieer, Jr., -~_ Helen | sion in its inquiry into newspaper 

| Seeker AVETS USVE JOINS € COPY | participation in radio was featur 
few of John A. Cairns & Co., New | by the admission that the FCC te 

ork. Mr. Danaher was formerly had 4 to th heont te. 
an account executive with Frank| ad erred to the extent of 49 sta. 
‘Best & Co., New York, and Mrs.| tions in its earlier claim that 29g 
| Ayers was formerly in the copy de-| broadcasting outlets had press affilj- 

partment of Grey Advertising| ations. 

A new set of figures was intro. 


| Agency, New York. 
duced today, and the total of news. 


: 


% 


Lf 


THE PERFECT 
COMBINATION 


paper-linked stations was only 249 
Counsel for the Newspaper -Radio 
Committee worked with the Com. 
mission staff in compiling the new 
list, which shows 201 broadcast 
licensees with 50 per cent or more 
of voting stock held by newspaper 


interests. The other 48 have a 
lesser degree of newspaper control. 

Almost the entire day was spent 
in revising statistics submitted 


since the inquiry began last July 
The only new exhibit entered in the 
voluminous record was a list of 114 
cities in which the only standard 
broadcast station is associated with 
the only mewspaper publisher 
Judge Thomas D. Thacher, News- 
paper-Radio attorney, challenged 
the tabulation on several grounds 

The FCC is expected to wind up 
presentation of its case shortly, 
after which the opposition will have 
its first chance to introduce affirma- 
tive testimony. 


Companies Make Awards 
to 4-H Youths 


Several companies distributed 
awards to 4-H youths during the 
National 4-H Congress in Chicago 
last week. Thomas E. Wilson, chair- 
man of the board, Wilson & Co., 
meat packer, gave three $300 and 
three $200 scholarships to agricul- 
tural colleges. 

Montgomery Ward & Co. gave six 
$200 scholarships to girls in recog- 
nition of homemaking _ talents 
Westinghouse Electric & Mfg. Com- 
pany gave six $200 scholarships and 
the International Harvester Com- 
pany gave a luncheon for 1,400 
youngsters and a trip through the 
Chicago works. 


New Stapler Package 


Ace Fastener Corporation, Chi- 
cago, has redesigned the package 
for its Aceliner stapler, which is 
currently being advertised in the 
stationery press and in Nation’s 
Business, and which will be pro- 
moted in Fortune next year. The 
Vanden Company, Chicago, is the 
agency. 


NEW HAVEN 


Because Calcutta, India, needed Ne* 


England ice the year round, and * 
could not always be had to be shipped 
by sailing vessels, Prof. A. C. Twinins 


of Yale, at New Haven, invented the 
first artificial ice manufacturing ™* 
chine in America, He was a pionett 
in experiments in making ice by ™ 
well known compression process. 7 
fessor Twining also planned the route 
of the present New Haven ro'l 

as well as railroads of the West. 


The New GBaven Register 


FIRST in Connecticut in Circu!® 
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If you evaluate a publication by its If you evaluate a publication by its 
Food accounts, then look at HousEHOLD Durable Goods accounts, then look at 
MaGazZIneE! HousEHOLD MaGazine! 

DEL MONTE CANNED PEAS G-E ELECTRIC REFRIGERATOR 

DEL MONTE CANNED CORN CROSLEY ELECTRIC REFRIGERATOR 


HEINZ BAKED BEANS FRIGIDAIRE ELECTRIC 


SHREDDED WHEAT REFRIGERATOR 

POST TOASTIES WESTINGHOUSE ELECTRIC 
GERBER CEREAL REFRIGERATOR 

CREAM OF WHEAT NORGE ELECTRIC REFRIGERATOR 
POSTUM SERVEL ELECTROLUX 

OVALTINE REFRIGERATOR 

SANKA ICE INDUSTRIES REFRIGERATORS 
LIPTON’S TEA WESTINGHOUSE ELECTRIC RANGE 
KARO 


FRIGIDAIRE ELECTRIC RANGE 
MAYTAG ELECTRIC WASHER 
FAIRBANKS MORSE ELECTRIC 


MAPLEINE 
MORTON’S SALT 
HEINZ VINEGARS 


WASHER 

OCEAN SPRAY CRANBERRY SAUCE CLEMENTS CADILLAC ELECTRIC 
JUNKET VACUUM CLEANER 

JELL-O FLORENCE OIL RANGE 
KOOL-AID 


PERFECTION OIL RANGE 
SUPERFEX ROOM HEATERS 


HEINZ STRAINED BABY FOODS 
HEINZ JUNIOR FOODS 


MINUTE TAPIOCA FLORENCE ROOM HEATERS 
NUCOA COLEMAN ROOM HEATERS 
PILLSBURY’S BEST FLOUR HEATROLA ROOM HEATERS 
FLEISCHMANN’S YEAST DUOTHERM ROOM HEATERS 
MACA YEAST LOCKE STOVE 

CALUMET 


BOSS RANGE 
KALAMAZOO STOVES 
OLSON RUGS 

FIRTH CARPET 


CLABBER GIRL BAKING POWDER 
ROYAL BAKING POWDER 
ARM & HAMMER BAKING SODA 


CERTO CHAMBERLIN WEATHER STRIPS 
SURE-JELL CAREY ROOFING AND BUILDING 
DEL MONTE PINEAPPLE MATERIAL 

DEL MONTE FRUIT COCKTAIL MASONITE 


I you evaluate a publication by its Advertising Record, then look at HousEHOLD MaGaziINeE! 


If you evaluate a publication by the 
continuity of its Advertising accounts, 
then look at HousEHOoLD MaGazIne. 


232 repeating advertisers in 1941 includ- 
ing: 

DEL MONTE 

CLOROX 

CALUMET 

JELL-O 

MINUTE TAPIOCA 

ROYAL BAKING POWDER 
MAYTAG WASHER 
COLEMAN 

CREAM OF WHEAT 

KOTEX 

LADY ESTHER 

PILLSBURY’S BEST FLOUR 
SUNBRITE CLEANSER 
HEINZ STRAINED BABY FOODS 
DUOTHERM ROOM HEATERS 
FRIGIDAIRE 
WESTINGHOUSE 

NUCOA 

IPANA 

SAL HEPATICA 

BON AMI 

FLETCHER’S CASTORIA 
KARO 


ARM & HAMMER 


25 percent gain in food and food beverage advertising for 1941 over 1940. 


32 percent gain in electrical equipment advertising. 


12 percent gain in electric refrigerator advertising. 


yj percent gain in total advertising for 1941 over 1940. 
LARGEST December issue in history of HOUSEHOLD. 


LARGEST fourth quarter in history oop HOUSEHOLD. 


GAINS already booked for early 1942 issues. 


ee 


smaller cities and towns (Oct. 1941 vs. Oct. 
1940 says U.S. Dept. of Comm.) 


$5,000,000,000 of Defense expenditures already 


37% RETAIL SALES INCREASE in America’s THE HOUSEHOLD MAGAZINE 


Arthur Capper, Publisher, Topeka, Kansas 


scheduled for towns under 25,000 population. | New York + Chicago + Detroit * San Francisco 
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ADVERTISING AGE 


December 8, 194] 


New York, Boston 
Dailies Get More 
Coward Shoe Copy 


New York, Dec. 3.—Continuing 
its policy of persistent and steady 
hammering at the public with a 
daily message, Coward Shoe, Inc., 
will use 11 newspapers in New 
York and Boston in 1942 with an 


(Your SHIPMENTS CALLED 
FOR AND DELIVERED! 


Certainly, when you ship by RAILWAY 
Express, right from your door to 
your consignee’s at no extra charge 
within our regular vehicle limits 
in all cities and principal towns. | 
Use this service. It pays. Low rates. 


RAILWA XPRESS | 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR service } 


appropriation of $100,000, ten per 
cent higher than the 1941 budget. 

According to Advertising Man- 
ager D. R. Kasanof, the day-in and 
day-out presentation of the Coward 
story for the past two years has 
borne fruit. Eight New York news- 
papers on the schedule will carry 
60 to 75 insertions monthly, and the 
three Boston papers, 25 to 30, all 
on an average of 200 lines. 

Copy will continue to feature a 
single item and emphasize the fact 
that the chief function of Coward 
shoes is to provide comfort. 
ing to a conservative pattern, copy 
seeks to build a faithful following. 

Frederick-Clinton Company di- 
rects the account. 


Joins Chain Council 


Kenneth R. Query, formerly ex- 
ecutive secretary of the Greens- 
burg, Pa., Civic and Business As- 
sociation, has joined the staff of 


Pennsylvania Chain Store Council | 


as community relations director. He 
will take over his new duties after 
Jan. 1. 


(CLEAR € 


The greatest selling POWER 


20.000 WATTS 


HANNEL) 


in the South’s greatest city 


Bedding Industry 


Cling- | 


| Antolini 
| audience of several 
| in the industry just what steps are 
| being taken to waft the spectre of 
| inflation into limbo. 


Prices to Hinge 
on Questionnaire 


Simmons Co., Oversold, 
to Continue Promotion, 
Change Copy Slant 


Chicago, Dec. 4.—As in most 
other industries, practically all 
roads in the bedding industry lead 
to Washington. And, as far as the 
National Association of Bedding 
Manufacturers, meeting here this 
week, is concerned, these roads are 
broad highways which will set the 
pace and direction of merchandis- | 
ing activities for a number of 
months to come. 

None of the convention speakers | 
| made this more evident than A. G. 
| Antolini, of the Office of Price Ad-| 
| ministration, who led off his talk | 
on “Bedding Prices in 1942” this, 
/morning with the warning that)! 
“winning the war will be a hollow | 
victory unless we win the battle | 
against inflation.” 
pointed 


Whereupon Mr. | 
out to an alert 
hundred men 


Naturally, the bedding makers 
and supply men posed some pretty 
pointed questions at Mr. Antolini 
in the subsequent question-and- 


| answer period, most of them the 
| same sort of questions which are 
| plaguing all industries. 


If, for in- 
stance, bedding prices are to be 
pegged as of Nov. 3, 1941, as Leon 
Henderson has requested, what is 
the bedeviled manufacturer going 
to do about rising labor prices, or 
rising costs of materials; and if 
there is curtailment of a raw mate- 
rial and a more expensive substi- 
tute is used can prices be raised? 


Depend on Questionnaire 


Mr. Antolini listened patiently 
and indicated thorough familiarity | 
with the problems reflected by the 
questions hurled at him, but as- 
serted that most of the answers 


| must be delayed until a bedding 
_ industry questionnaire, which will 
| go out within a week, brings to 
Washington the kind of factual in- 
formation on which broad industry 
decisions can be based. 

The Office of Price Administra- 
tion also has sent invitations to a 
list of manufacturers in the bed- 
ding industry to sit on a panel to 
advise with the OPA on the opera- 
tions of the business during the 
emergency. 

With the old slogan of “business 
as usual” cast into the discard by 
the all-embracing ramifications of 
the defense program, Edgar L. 
Pearson, of the chemical division of 
the Office of Production Manage- 
ment, painted a picture of more and 
more available products’ being 
poured into the maw of the emer- 
gency. John W. Hubbell, general 
merchandising manager for Sim- 
mons Company, followed with some 
statistics of his own which carried 
their own story of restricted opera- 
tions in the industry. 


Long Range Proposition 


But, Mr. Hubbell 
point out, that doesn’t mean that 
Simmons is going to pull in its 
advertising horns. “Simmons is 
planning a bang-up job of advertis- 
ing because we believe, though 
we're oversold, that advertising is 
a long range proposition.” But the 
company’s copy slant will diverge 
from the competitive, he indicated, 
and take on a complexion which 
he believes will be helpful to the 
entire industry. It will have an 
industry as well as an institutional 
angle because, he said, “we feel 
we're dealing with different condi- 
tions.” 

There was a hopeful note through- 
out Mr. Hubbell’s talk. He saw 
some good in the current ill wind 
because “while business is re- 
stricted, wear and tear 


was quick to 


will be. 


| building a bigger market which | 
| will come to us when the emer- 


gency is over.” He pointed this up 
with a philosophical quotation to 
the effect that “if a certain thing is 
inevitable, let’s to the best of our 
ability relax and enjoy it.” 
Meanwhile he branded certain 


kinds of retailing as unhealthy, one | 


of these being comparative price 
advertising. He observed that a 


survey revealed that in answer to | 


the question, “Did you make your 
last major purchase at the store 
where you had made your previous 
major purchase?” the answer of 
65.2 per cent was “no.” In answer 
to the question, “Did advertise- 


ments of cut prices cause you to) 


buy before you intended to buy?” 


70.9 per cent said “no,” 6.9 per cent | 


said “yes” and the rest were uncer- 
tain. 


Doing Merchandising Research 


In this connection he said that the 
Simmons Company was now engag- 
ing in merchandising research 


which, he believes, will contribute | 


to the merchandising of bedding 
when markets return to normal 
after the emergency is over. 

No decision has yet been made 


on the proposal to expand the asso- | 


ciation’s advertising program, re- 


|cently initiated with institutional 
| copy in newspapers in some of the 


SE a os a 


major markets, except to mark time 
and see what the immediate future 
holds in store for the beddin; in- 
dustry. 

Leo J. Simon, Simon Mattress 
Company, San _ Francisco, wa 
elected president of the assoc ation 
to succeed H. D. Jamison J, 
Maurice E. Salisbury, Salisbu: 


and 
Satterlee Company, Minne lie 
was elected vice-president. ang 
Evans F. Stearns, of Stearn. ang 
Foster Company, Cincinnati wa. 
reelected treasurer. In a reorganj. 
zation of the association exe utiye 
duties were divided among three 


persons: S. J. Mills was mace sec. 
retary of the mattress d) ision 
J. Paul Fanning was made secre. 
_tary of the metal bed ani be, 


spring division and Frier \{cCo}. 
lister, who joined the asso ciation 
Dec. 1, was made director ©! mer- 
chandising and _ public re! ations 

On Jan. 1 the association wij) 


move from 608 S. Dearborn stree; 
to the 26th floor of the Merchan. 
| dise Mart. 
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December 8, 1941 


ADVERTISING AGE 


—and here’s the play- 
by-play account... 2 


AFTERNOON CIRCULATION 
OOD: 


In 1931 Portland had 3 afternoon news- 
papers with a total daily circulation of 
222,296. The Telegram was taken over by 
The News, and by March 31, 1939, after- 
“ noon circulation had shrunk to 154,627. 


Afternoon Circulation Loss: 67,669 


By 1939, The Journal was trailing 7 
The Oregonian by more than 17,000 | 

daily. So The Journal bought the 
News-Telegram and picked up 


around 50,000 daily circulation. p aN 


Afternoon Circulation Loss (since 1931) 75,137 


- Present quoted afternoon figures include News- 
ju) Telegram circulation which advertisers did 
not consider valuable enough to keep the 
Paper going. 

Question: How valuable is it now? 


SUNDAY: Sournac...: 124:303 | 


OREGONIAN LEAD... 54,640 


‘ee, 


ais ieee 7 i 
. > an 3 
7 2 a 
H 2 ’ 
* 7, ¥ a t 


‘The Great Newspaper of the West—PORTLAND, OREGON 


* 6 months’ period ending 
September 30, 1941. 


OREGONIAN CIRCULATION 


In contrast to the afternoon field, The Oregonian 
presents a refreshing picture of healthy and 
legitimate circulation growth. On March 31, 
1931, Oregonian daily circulation was 105,858. 
By 1939, it had grown to 117,553. 


Oregonian GAIN: 11,695 


The Oregonian kept right on publishing not 
merely a good newspaper, but a great news- 
paper, and circulation kept right on growing. 
Oregonian daily circulation is now at the 
highest point in the paper’s history: 151,591. 


The Oregonian has never based requests — 
for advertising consideration purely on cir- ~ 
culation leadership; does not do so now. 
Not how much circulation, but how you 
get it is what counts! 


Represented 
Nationally by 


PAUL BLOCK 
& ASSOCIATES 
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ADVERTISING AGE 


December 8, 194} 


AF A Presents | | 
7-Point Program 


for Advertising 
New York, Dec. 


4.—A _ seven- 
point program for advertising clubs | 
to follow in combatting trends an- | 
tagonistic to advertising and adver- | 
tised brands has been released to 
presidents and secretaries of clubs 
by the Advertising Federation of | 
America in a special bulletin. These | 
seven points include: 

1. Provide speakers to women’s} 
clubs explaining the position of ad- 
vertising in business. 

2. Point out to labor leaders the 
part advertising has played in mak- 
ing mass production possible. 

3. Hold round table discussions 
with the clergy on business and ad- | 
vertising. 

4. Show the farmer his stake in | 
advertising in moving his produce. 


| 


IS A SALES OR ADVERTISING 
POSITION AVAILABLE FOR | 
THIS SALESMAN OF PROVEN 

ABILITY? | 


For an opportunity at selling a rightly 
priced quality product supported by adver 
tising, or filling an advertising saies posi- 
tion or serving as advertising and mer- 
chandising manager of a medium 
business 


sized | 


This man will apply, in a manner that 
will be productive and profitable for a 
growing organization, his perseverance and 
background of sales and advertising expe 
riences, realized through 12 years repre 
senting one organization in selling national 
newspaper and farm magazine advertising 
to manufacturers and agencies in the cen- 
tral states—and three years of selling time 
for an important Chicago radio station 

His present $5000 a year advertising po 
sition being threatened by priority rights 
this man seeks an opportunity with reason 
able salary in a _ progressive business 
offering a stable future dependent upon his 
earning ability. Splendid business contacts 
College graduate Willing to travel Lo- | 
cate anywhere, preferably in central or | 
southwestern states. Details on request | 


Box 3535, Advertising Age, Chicago) 


| 


| by Getchell is the Golden Wedding 


|continue to direct advertising for 


| 1942. 


5. Present the views of adver- FDA Enriched Flour 
tising to educators and librarians. 


6. Exchange views with mer- Standards Amended 


chants who sell advertised brands. | Standards for enriched flour 

7. Make the voice of advertising | established last May by the Food 
effective with senators, representa- | pw Mp i mage wane = Pn 
tives and other political leaders. | effect Jan. 1, 1942, eine pane 
amended so as to postpone the re- 


Schenley’s Red | quirement of a minimum amount of 


beget or Nee B.. peed 

i t é ent, ribc rin will no 

and Black Go | be & teueined inavediont until July 
1, 1942 

to Getchell Agency 


’ The lack of an adequate supply 
= to meet demands forced the post- 

New York, Dec. 4.—J. Stirling ponement. 
Getchell, Inc., was 


; The industry, as rep- 

appointed to| resented by the Millers’ National 
handle the Schenley Red Label and 
Black Label accounts this week, im- 


Federation, had opposed at hearings | 
mediately following announcement | 


the requirement to make inclusion 
by Brown & Thomas Advertising 


of the vitamin mandatory, contend- 
ing that the supply was so scarce 
Corporation that the latter will re- 
linquish the business on Jan. 1. 


and the price so high as to endanger 
Other Schenley business handled 


the success of the whole nutrition 
effort. 


General Foods Denies 
FTC Fish Charges 


General Foods Corporation, New 
York, and three of its subsidiaries, 
Frosted Foods Sales Corporation, 
General Seafoods Corporation and 
| 40-Fathom Fish, Inc., have filed 
| answers to the Federal Trade Com- 


New Newspaper Drive mission charge of mis-representa- 
tion in the sale of fish products. 


hd ‘’ 
for Wilken's Reserve The FTC complaint alleged that 


A new campaign for Schenley’s | ssh sold under the labels of General 
Wilken’s Reserve broke in Chicago| Seafoods and Frosted Foods as 
newspapers last week, and will be| “Ocean Perch Fillets” and “Fillets 
extended to about ten areas by the| of Red Perch” should be designated 
first of the year, with national) a, “rosefish.’ The answers con- 
coverage likely by the middle of| tended these products have never 
been known as “rosefish” and are 
familiar to the trade and public as 
“perch.” 


“wr Stott Opens Offices 
Holds Sur-Prize Party | R. Doulton Stott, New York in-| 


The Advertising Club of New | qustrial designer, has opened of- 
York will hold its annual Members’ | fees at 509 Madison avenue. He 
Christmas Sur-Prize Party at the| formerly had his own architectural 
club, Thursday, Dec. 18. The party | offices in New York and previously | 
is closed, and no guests will be| designed motion picture sets for | 
ee to the club until after | various Hollywood studios. 

p. m. 


account. Brown & Thomas will 


Old Schenley bottled in bond, 
Schenley Straight Eight, Ancient 
Age, Dewar’s White Label and 
Schenley Import Corporation. 


Wilken’s Reserve supplants the 
old Wilken’s Family brand. Lord 
& Thomas is the agency. 


Adds William Ohle Resigns from Breese 


James Breese has resigned as ac- 
William H. Ohle, formerly with| count supervisor at Murray Breese 
Wilding Picture Productions, has| Associates, New York. Ronald! 
joined Needham, Louis and Brorby, | Stevens, formerly traffic manager, | 
Chicago. has been named to succeed him. 


“rere The PiclureSu 


ROCHESTER 


The Kodak City 


This visualization computed this Fall 
k phasizes that WHEC is 


station with time buyers; both national and 


re-em- 


Rochester's favorite 


s local buyers, by the way. Nevertheless 


some periods still available! You are 


invited to write. phone or wire. 
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fa 
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SECOND 


STATION 
(Rod 4 Stee) 
Nac 


THIRD 
STATION 
Mutual 


J.P. McKinney & Son 
New York, Chicago 
San Francisco 


| row’s 


| hour were 


| weekend will be 1,000,000 or more, 


TL: ’ Ruthrauff & Ryan 
Chicago Sun Boosts Hugh Ryan; 
Adds Account Men 


Sells 896,000 
. New York, Dec. 3.—Appointms 
‘of H it 
Copies on Ist Day ues s.cuscener 8: 


| today highlighted a series of pe; 
|}sonnel announcements’ by 
agency. Mr. Ryan has been with 
R&R for seven years as an >rt 
director, previous to which he yas 
| with J. Walter Thompson Comp: ny 
here, in London and in Montreaj. 

Two new account execut ves 


(Picture on Page 1) 


Chicago, Dec. 4.— The biggest 
media news of the week was the 
introduction today of the new Chi- 
cago Sun, which hit the stands this 
morning with a 72-page paper, and 
was a complete sell-out by 10 a. m.| added to the agency’s staff \ ere 
More than 896,000 copies of the first| L. G. Frierson, formerly with Hat- 
day’s issue were snatched up by ajten, Barton, Durstine & Osborn, 
public eager to see what the newest, Firestone Tire & Rubber Company 
entry into metropolitan newspaper | and Crowell-Collier Publis ing 
circles looked like. |Company; and Frank McCullough. 

Advertisers were so eager to take| formerly with Young & Rubicam 
advantage of the bargain repre-| and one time president of Tide 
sented by the first day run, and by Announcement was also made of 
the unusual interest stimulated | the addition of Thomas K. Hutchin. 
among the public, that far more| son to the R&R radio staff. He was 
space was ordered for the first day’s| with National Broadcasting Com- 
issue than could be inserted. Two! pany for 10 years, having served as 
full columns were used to list 203 program director of the television 
advertisers “who agreed to defer| department since its inception 
their initial appearance in the Sun —_—__——_- 
until later issues,” and another box | . . 
scheduled for insertion in tomor- Cc. R. Daniels to United 

edition lists an additional} ©. R. Daniels, Newark, canvas 
nine companies who were inad-| 89048, has named United Service 
vertently omitted from the first list. | Advertising, Newark, as advertis- 


/ing agency. L. M. Rousseau is ac- 
Phones Tied Up count executive. 


Most interesting among the ad- | ° ones 
vertisements probably was the Appoints William Esty 
large-space copy used by Marshall Personal Products Corporation, 
Field & Co., and reproduced on) Milltown, N. J., has appointed Wil- 
Page 20 of this issue, which wel-| liam Esty & Co., New York, as 
comed the new paper but made it) #8°DCY for its new product, Loress 
clear that there is no connection | “!@@"sing wanees, 
of any kind between the newspaper 
and the huge retail store. 

Demand for the first day’s issue 
was so great that as newsdealers’ 
supplies were exhausted early in 
the morning, thousands of calls 
were put in to the paper’s circula- 
tion department, tying up the Sun’s 
40 trunk lines so badly that at times 
as many as 1,800 busy signals an, 
being flashed. Normal 
business calls were almost impos- 
sible to make, and the tie-up lasted 
all day, with several reporters held | 


to teach the city dk | LOWEST 
INQUIRY COST 


Lower than any other station used, 
says Hartung Aireraft. That's a tip for 
you—GO with WCLE. 


WCLE 


Cleveland, O. 


Rep.: Radio Advertising Corp. 


Newsreels, Radio 


The paper went to press with 
newsreel cameras and radio micro- 
phones all over the editorial and 
mechanical departments, and with 
hundreds of celebrities milling 
around the premises. 

It was reported that the press run 
for the initial Sunday edition this 


and that a huge volume of adver-| 
tising is scheduled. 


"NUTRI EQUPMENTNEWS 
ee Ww Pore & ie 


. ree are nibetn biqeasene 
REFRIGERATING EQUIPMENT a LOONOWWER 


1 | Comptvened coming © 
’ 


wet ond mmbvignres = =~ =+ 


$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52.- 
000 active plant operating men 
in the larger plants in all indus- 
tries .. . when and where they 
now look for their current oper- <a it 
ating requirements. Details? 


Write for “The TIEN PLAN.” 


¢ INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product || 
Information Service” 


Started 


Vember e 
1933 


NBP - CCA 


Thomas Publishing Co., 461 8th Ave.,New York, NAY. |= |) 
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On first encounter, their theme song ts invariably Service, 


the kind with the seventy-two point S .. . and the sound 
track goes something like this: 

“Service? Yessir. On tap. Any time. We're as close 
to you as your secretary —ha ha! Well, maybe not quite 
that close... But give us a ring and we'll be right over. 

“Our art department will make up all the sketches 
and dummies you need, just give us the idea. And by the 
way, we gol a bird working for us now who used to do 
Saturday Post covers—I don’t remember his name at the 
minute, but you know him! A real artist, what I mean! 
Half-days only, but we can get him for your stuff. 

“Plant? One of the biggest in the country. And very, 
very modron. We got one special press from Switzerland, 
prints nine colors ata time, awfly complicated. We had to 
gel Switz fellas to run it. In fact, a lot of our men learned 


the trade in the ‘old country’... and so ut Zoes. 


T e , 
We are lithographers. We, too, have salesmen. 
Our salesmen. too. have Deen known to run errands. buy 
lunches. laugh at old jokes, lose at golf, sing in quartets. 
take tickets for charity affairs. dig up hotel due bills. fillin 


at bridge or poker, audition radio programs, entertain the 


mmm secretary, alibi the wife (vours). They're all good fellas. 
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Some of them could take you on a guided tour 
through our plant. Others don’t know which end of the 
press the sheet comes out—or if it comes out! But most 
of them have attributes unusual in salesmen. 

They listen well. They can recognize a problem 
without blueprints or Montessori methods. They make 
a real effort to bring back the right answer. They take 
up the technicalities with production experts: and don't 
depend on umbrella estimates to cover omissions. 

Because they regard display material as something 
that sells for you—rather than something to sell fo you 
—they keep merchandise minded, spend a lot of time 
prowling around stores, asking questions of retail sales 
people. They check windows, watch counter and stock 
arrangements, browse around self-service chains and 
the super-markets. They know something of Nielsen 
reports, current deals. premium campaigns and special 
promotions. They follow through on displays in use— 
ours and others; see how they fitand work in the selling 
scheme, and the merchandising scene. 

This familiarity with the failures, successes and 
problems of other advertisers often results in) our 
representatives having ideas and suggestions worth your 
listening time. In idea-value alone, our men rate far 
better than the average lithographers’ salesman. 

We have a great respect for ideas in our plant. 
We welcome them from everybody. No man spends 


years squinting through a lens, hursing negatives mn a 
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darkroom, babying plates through etching, observing _ 
the action of color with color and the reaction of ink Pr 
to paper, handling dies and board and glue without ’ 
learning good from bad, getting discrimination and Bi 
judgment. And the contributions of conscientious AY 
craftsmen over the years have set production standards ) 
in our shops that rank with the highest in our industry. 
We pioneer with ideas—helped make the jigsaw | 
puzzle a national nuisance; pleased millions of kids and W 
COVE 
sold a lot of products for manufacturers with cut-out ms k 
ion 
comic masks; devised numerous successful premium ys 
; : . ther 
promotions; helped many an advertiser put new attention ioe 
“ee ‘ . of tl 
and more utility in store displays. TI 

mh 
So E-F displays win awards year after year; and rigi 
las | 
hold customers year after year—among big advertisers, How 
WNICc 
yr little advertisers, and especially smart advertisers. . 
; ° dg 
And as long as you spend money for displays, we tt 
. ° . vrite 
think we can give you more for your money, put more prov 
: : : nizak 
stop-look-listen and sell into paper, board and ink than intro 
enou 

most lithographers . . . That’s our basic story—and your tion 

basic reason for using E-F Co. And it’s avery good reason! 
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TO HOUSEWIVES 


make 
Pillsburys Best Flour! 


Pillsbury Flour Mills Co. is sending these 
four-color display hangers to grocery 
stores throughout the country, to tie in 
with its holiday season national adver- 
tising which features new recipes for 
Christmas cookies. Recipes in the 1941-42 
ad campaign call for more than 75 
diferent grocery items. McCann-Erick- 
son is the agency. 


Price Control 
Bill Has Long, 
Stormy Path Ahead 


None Satisfied with 
House Version; Senate 
to Start All Over 


Washington, D. C., Dec. 2.—Re- 
covering from a near knockout and 
in battered shape, the Administra- 
tion’s price control bill underwent 
such broad changes in the course 
of passage by the House that fur- 
ther delay was forecast as the Sen- 
ate prepared to begin consideration 
of the problem. 

The Senate banking committee 
has had before it since Aug. 1 the 
riginal Administration bill, but 
has taken no action. Now that the 
House has finally passed a version 
which has evoked bipartisan criti- 
cism as “toothless and timorous,” 
“a fiasco,” “a travesty” and “a 
hodge-podge,” the committee will 
have to start from. scratch and 
write a new bill. The House-ap- 


nizable from the bill originally 
introduced, and neither commands 
enough support for Senate adop- 
tion in existing form. 


No Quick Action 


The Senate committee will not 
open hearings for at least a week 
ind perhaps not until after Christ- 
mas. Its deliberations are expected 
to take as long as a month, barring 
, Strong pressure for immediate act- 

on. Present forecasts are that it 
y will be February or later before 
; any price control measure becomes 
law. 

As passed by the House, the bill 
permits the price administrator to 
set ceiling on any commodity 
threatening to reach the inflation 
point, creates a five-man board of 
review with broad powers to over- 
rule decisions of the administrator, 
Permits establishment of ceilings 
on rents in defense areas, and pre- 
vents the administrator from set- 
Ung ceilings on farm prices which 
‘re ‘ower than (a) the market 
pr prevailing Oct. 1, 1941, (b) 
110 per cent of 1909-14 parity, or 
(ec) the average price during the 
1919-29 period, whichever is the 
ighest. 

‘he House-approved version also 
mits the government to buy and 
se | in the domestic market to stim- 
wate output of high cost or mar- 
nei al producers. The provision 
yu’ ich would have empowered the 
acministrator to issue licenses to do 
db iness in all fields handling prod- 
4c's) under 


—— 


~*~ 


price control was 


/scrapped by the House. The sec- 


| tion protecting advertising against 
| encroachment was retained. 


An attempt to write wage control 
provisions into the bill was defeated 
'in the House. Rep. Albert Gore 
| made a strong fight for his substi- 
| tute proposal which would freeze 
| all wages, and there is considerable 
sentiment in the Senate for some 
form of wage control. 

A fight also looms over the 
amendment added on the floor of 
the House providing for a board of 
review which could checkmate the 
administrator. The Administration 
| has opposed the establishment of 


| Will Have Review Board 


measure without it. Many mem- 
bers admit frankly their belief that 
Leon Henderson will be the ad- 
ministrator and that they want a 
board with the power to overrule 
him when and if necessary. 


Chapter Changes Name 

The Engineering Advertisers 
Association, Chicago chapter of the 
National Industrial Advertisers 
Association, has changed its name 
to Chicago Industrial Advertisers 
Association. 


Gamble Joins Louden 
Brice Gamble, formerly sales 
representative for Successful Farm- 


Bridgeport ‘Times- 
Star’ Quits After 
151 Years in Field 


Bridgeport, Conn., Dec. 2.— The 
Times-Star, evening daily founded 
in 1790, has discontinued publica- 
tion. In a statement President H. S. 
Talmadge asserted that “with the 


ing of the last edition, a fire of un- 
| determined origin broke out on the 


increased cost of operations, the | 


outlook of the investors was not a 


happy one, so they felt that this 


move was necessary.” 


He summed up steps leading to! 


the newspaper’s closing by referring 
to the investors, none of whom, he 


tinuance of the paper was found to 
be the only alternative.” 
Immediately following the print- 


third floor of the newspaper plant, 
but caused small damage. 

The Times-Star’s demise leaves 
the Bridgeport field to the Post and 
Telegram, published by the Post- 
Telegram Publishing Company. 


Raises B. E. Howard 


B. E. Howard, lately Captain 
Howard of the 216th Coast Artil- 
lery, Camp Haan, Cal., had a nice 
surprise waiting for him when he 
returned to Campbell-Mithun, Min- 


} 


a board, but it is believed 
Congress will not 


ing, Des Moines, has been named | ™ ; 
advertising manager of Louden Ma-| tional capital or 
enact a chinery Company, Fairfield, Ia. 


said, “was willing to furnish addi- 
make 


| or m additional; was named creative chief of the 
loans to the institution. 


A discon-| agency. 


neapolis advertising agency. He 


proved version is almost unrecog- | 


“Gosh-a-mighty! 
Who thinks ’em up?” 


A long-suffering executive speaks his mind 


nN ME! It happens every year, just 
about this time—when firms we do 
business with start sending me Christ- 


mas gifts. 


“I don’t know why they do it. They 
don't have to. I certainly don’t ask 
them to. 


“Over the years, I've accumulated 
brass toadstool paperweights and non- 
running clocks—one even set into an 
elephant’s foot. A horse that whistles 
and holds cigarettes ...a streamlined 
train that’s a penholder. And a cigar 
lighter that plays Vankee Doodle but 
won t light. Gosh-a-mighty! Who thinks 
‘em up? 


“Most of the gorgeous gadgets peo- 
ple give me cost too darn much money 
just to throw them away. And besides, 
only an ungrateful heel would do a 


thing like that. But brother, I'm getting 
desperate! Ul either have to build a 
Gadget Annex to my office or—say! Pve 


got a better idea... 


“If my business friends insist’ on 
giving me a Christmas remembrance, 
why, oh why don't they make it a bot- 
tle or so of my favorite whiskey—Four 


Roses! 


“There’s the solution of the whole 
problem! I can take a bottle of Four 
Roses home with me... pull out the 
cork ... and pour some out for my good 
friends to share with me. What's more, 
I wouldn’t be expected to keep a Four 
Roses bottle on my desk all year, just 
in case the man who gave it to me drops 
in. 


“Boy, wouldn’t it be great if I could 
jiggle just some of the packages that 
J BP J rot 


land on my desk this Christmas and 


hear ‘em gurgle!” 
1% pad pd . 


Four Roses is a blend of straight 
whiskies—90 proof. Frankfort Distil- 
leries, Inc., Louisville & Baltimore. 


or. 


; 


tae ee — bF 
some <=) ee , “a 
7 ae y 4 7. 
christmas jaya o a a 
| ‘ookies! BT ase se 
le  « Se mr 
f eg . ss “i . . ee ; - 
iZ Same BNe a -. 
——> — od) such wat 
\- | 
— ge. “ 
ee oe rae 
Sele Z 
— / INTs —e 
'e ‘ il ant) - 
| « , ()} (=) —> ae sas mae) LD 
——_— OS ae 5 
ASA wane: 
- Fe - oo y 74w YF 
| ' 
ial 
ee eee 
ee ee Y ( 
*" if : 
= > 
” > (ES : 
[: ‘N i S29) 
+ \s 7 | 
| | ae 
FOUR | ey | 
R ~y | 
ROSES a= 
\ : 


= 


10 


ADVERTISING AGE 


. - 
ieee “ “ : yi 


Des Moines School 
Board Lifts Ad Ban 

The school board of Des Moines, 
Ia., has lifted its 20-year ban on 
educational advertising and_ will 
permit the use of advertising that 
has educational value. Movies, lec- 
tures, literature and programs by 
mechanical sound are among the 
approved kinds of advertising. 

One stipulation remains—the ad- 
vertising must not require § an 
expenditure on the part of the 
pupil. Twenty years ago, when the 
board adopted a resolution barring 
al) types of advertising from class- 
rooms, the action was taken in the 
belief that pupils were sometimes 
exploited. 


Alabama Advances Blan 


S. H. Blan, who was assistant to 
the late Joseph R. McCoy, director 
of the Alabama state bureau of 
publicity and information, Mont- 
gomery, has been named director of 


the bureau pending the holding of | 


a merit system examination for a 
permanent director. 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS fittuinc: xy. 


UNVEIL 1942 FATHER'S DAY POSTER 


FATHER'S DAY 
i * 


The National Father's Day Committee chose New York Mayor LaGuardia's office 


to show off its official new poster for next year. 


Present at the dedication were 


the artist, Navy Lt. McClelland Barclay, the mayor and Helen Stedman, chair- 
man of the Junior League Father's Day Committee. 


Two Name Hammer 


Old Monastery Wine Company, 
New Haven, Conn., has named 
Hammer Advertising Agency, Hart- 
ford, to direct its radio advertising. 
The agency has also been named to 
direct the advertising of Red Devil 
oa. Burner Company, Springfield, 

ass. 


Starts New “Reporter” 


The first edition of Canadian Re- 
porter, quarterly publication for the 
men’s apparel industry of Canada, 
will be issued Jan. 25. The new 
business paper is published by 
Men’s Apparel Reporter, Inc., New 
York, and Canadian offices are in 
Dominion Square bldg., Montreal. 
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5 for granted 
{ G 


The foundation of all magazine values is 
a very simple fact. 


It has been taken for granted... like the 
air we breathe. 


Yet without it magazines expire...as 
would we without air. 


It now has been measured by Elmo Roper, 
impartially and without prejudice to any 
particular magazine. 


The manner of this measurement, and its 
application to advertising problems, has 
proved of interest to the advertisers and 


agents who so far have seen it. 


It has already influenced some 1942 plans. 


Your opportunity to see this report can be 
hastened if you will write Cosmopolitan, 
959 8th Avenue, New York, suggesting a 


convenient time for its presentation. 


gy 
kak Cosmypolhtan 


Butter Industry | 
Takes a Look 
at Competition 


Consumption Fails to 
Keep Pace with Buying 
Power 


By FRANK HICKS 


Chicago, Dec. 3.—The butter in- 
dustry is keenly alive to its com- 
petitive situation, not only in regard 
to oleomargarine but also concern- 
ing butter production in other coun- 
tries, according to manifestations | 
at the annual meeting of the Ameri- 
can Butter Institute here. Perhaps 
nothing symbolized this awareness 
more than a gigantic outdoor poster 
above the speaker’s stand, a part of 
the American Dairy Association’s 
current butter advertising cam- 
paign. 

Something of the institute’s atti- 
tude was reflected in the address 
of President Ralph M. Jewell, who 
indicated the butter industry’s dis- 
approval of government standards 
established for oleomargarine, and 
who demanded that oleomargarine 
march under its own colors and | 
not as a substitute for butter. It| 
was noted, too, that there is a great 
backlog of butter in New Zealand 
and Australia which is not reaching | 
markets now because of lack of | 
refrigerated ships, but which hangs 
as a threat over the industry. 


Supplies Statistics 


It remained for Dr. E. W. Gaum- 
nitz, associate administrator, Sur- | 
plus Marketing Administration, to 
bare the statistical story of ore. | 


products under the lend-lease pro- 
gram and why, to date, butter of 
American origin has not played a) 
part in that picture. England, he | 
said, seems to be sufficiently sup- | 
plied with fats but needs the pro-| 
teins which are to be had in evapo- | 
rated milk, cheese and dried skim | 
milk. The price differential has 
shifted so that a larger and larger 
stream of milk is flowing to those | 
processing plants preparing those | 
products. 


Price Up 32 Per Cent 


| 


Although this is being reflected | 
in the amount of cream going to! 
butter making plants, Dr. Gaumnitz | 
pointed out that butter consumption, | 
even with higher consumer buying | 
power, has not kept pace with pro- | 
duction with the result that on Nov. | 
1 commercial storage holdings of | 
181 million pounds were 76 million | 
pounds more than a year ago. He 
also observed that “the price of | 
92-score butter at Chicago averaged | 
about 35 cents, or 32 per cent above 
a year earlier.” 

Like all other industries, butter 
is feeling the whiplash of the emer- 
gency in other particulars. N. W.| 
Hepburn, executive secretary and 
treasurer, pointed out that the car- 
ton situation is undergoing modi- | 
fications, principally in the way of 
sizes available. And L. L. Needler, | 
chief of the farm equipment and | 
supplies division, office of agricul- 
tural defense relations, U. S. De- 
partment of Agriculture, noted that 
in spite of restrictions on certain 
| metals, there was more milk pro-| 
| cessing machinery produced in the | 
| last 12 months than ever before. 


Pearsall Heads Group 


Robert E. Pearsall, vice-presi- 
dent, Armour & Co., Chicago, was 
elected president of the American 
Butter Institute for the coming 
year; George W. McLatchey, vice- 
president, American Dairies, Inc., 
Kansas City, was named vice-presi- 
dent and N. W. Hepburn was 
reelected secretary and treasurer. 
Mr. Pearsall moves up from vice- 
president to succeed Ralph M. 
Jewell, Mount Vernon, O. 

Among resolutions approved by 
| the institute was one protesting the 
advantages granted to oleomargar- 
ine under standards recently estab- 
| lished by the U. S. government. 
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NEW DRESS 


Sunshine's 
cracker, dresses up in this new package, 
the second of a series created by Nor. 
man Bel Geddes for Loose-Wiles Biscuit 
Co. Tests prove its eye appeal. 


Cheeze Cheez-lt, 


cheese 


Chicago Dealers 
Demand Larger 
Magazine Profit 


Chicago, Dec. 3.—News dealers 
in the loop here have boycotted 
magazines in a strike for a larger 
margin of profit. It is not a 100 
per cent strike, however, some of 
the dealers holding out against the 
boycott. 

Negotiations are being carried on 
by the dealers by mail direct with 
the various publishers. 

The strike has been on for about 
a week, and no agreement has yet 
been reached. It was announced 
that local distributors were not 
affected by the strike. 


Frank to Consolidated 


Martin Frank, formerly advertis- 
ing manager of Higgins & Frank, 
Detroit, has joined Consolidated 
Aircraft Company, San Diego, Cal., 
where he will do design and layout 
production work. 


Reynolds Leaves “News” 


Roger M. Reynolds, for the past 
five years advertising director of 
the Indianapolis News, has resigned 
The position will not be filled, and 
classified, local and national depart- 
ment heads will be responsible 
directly to the publisher. 


Appoints Hevenor 


Behr - Manning Corporation, ab- 
rasives manufacturer, Troy, N. Y., 
has named Hevenor Advertising 
Agency, Albany, to direct its ac- 
count effective Jan. 1. 


Fa be pen! 
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tion of Dairy Month last June. 


Su rvey Revea ls | Ohio Valley Dairy Council for com- 
Opportunity for : 
Milk Advertising 


| ulation, Dayton and Springfield, O., 
| Dairy Council for communities of 
| 250,000 to 500,000, and Greensboro 
| and High Point, N. C., Dairy Coun- 
| cil for communities under 250,000. 
| ae 

e ° ee ae 
Aim More Promotion at. ew — eigen 
. anley Turner has joine ne 

Adults, Weld Advises new York advertising staff of 

° * | Newsweek. He was formerly on the 
Dairy Council | - haat may 


| sales staff of The American Weekly, | 


|New York. 
Chicago, Dec. 4.—People should | 


StrotztoHead 
NBC Operations 
on West Coast 


New York, Dec. 3. — Sidney 
| Strotz, vice-president of National 
| Broadcasting Company, New York, 
who is now in charge of programs, 
will take over supervision of NBC’s 
Pacific Coast operations with head- 
|}quarters in Hollywood, effective 
-— . 

Don Gilman, NBC vice-president 
| in Hollywood, will direct public re- 
‘lations in the Pacific Coast area, | 


has been national production man- 
ager for NBC in New York, will 
succeed Mr. Strotz as program 
manager. 


Ringlep, Rooney Change 
Carter Ringlep, formerly with 
KMBC, St. Louis, has been named 
head of the Radio Sales office in 
that city. Tom Rooney, formerly 
with Ruthrauff & Ryan, St. Louis, 
has joined KMOX, St. Louis, as 
acting sales promotion director. 


Adds C. M. Daniel 


C. M. Daniel, formerly sales pro- 


Los Angeles Soap to ANA 

Los Angeles Soap Company, Los 
Angeles, has been elected to mem- 
bership in the Association of Na- 
tional Advertisers. E. M. Finehout, 
vice-president, will represent his 
company in the ANA. 


Burnett in New Post 

Ed Burnett, formerly a partner 
in Burnett, Brenner & Egert, New 
York, has joined the research de- 
partment of Ward Wheelock Com- 
pany, New York. 


‘Gets Coil Piston Ring 


, ; : | : Z - motion manager of International! Coil Piston Ring Company, St. 

. ak Gan 5 tame standpoint, Mathes Ups Bowen | while A. E. Nelson will Consens Harvester Company, Terre Haute,| Louis, has named the Ridgway 

ilk ti = acti riti - h Id Vernon Bowen, copywriter at | 5 assistant vice-president in San} [nq has joined the sales depart-| Company, St. Louis, to direct its 

See a J. M. Mathes, New York, has been | Francisco, under the supervision | ment of LaPlant-Choate Mfg. Com-| advertising. Business papers and 
be aimed principally at adults and 


|named assistant copy director. 


|}of Mr. Strotz. C. L. Menser, who 


pany, Cedar Rapids, la. 


| direct mail will be used. 


the use of milk between meals and | 
at bedtime should be urged. These | 
recommendations were made to the 
National Dairy Council last night 
by Dr. L. D. H. Weld, director of 
research, McCann-Erickson, New 
York, following a survey of the 
factors affecting the sale of milk. 
His talk was accompanied by slides 
charting the survey’s results. 

The survey was made among 
women to find out how much milk 
is consumed by the average family, 
the attitude of consumers toward 
the food value of milk and the 
ways in which milk is used. “It 
was found that people do not use 
as much milk as they think they 
do,” said Dr. Weld. “They know 
that it is a good thing to drink milk 
and they are therefore apt to over- 
state their consumption. About 75 
per cent is used for drinking and 
25 per cent for cooking.” 

Among other discoveries of the 
survey, according to Dr. Weld, were 
“that 44 per cent of adult males 
and 49 per cent of adult females 
drink no milk at all. Only 9 per 
cent of the children from 6 to 12 
years old go without milk and 13 
per cent of those from 13 to 18. 
Use of milk is light among people 
in the lower income groups.” 


—Says the A. B. C., into City, Suburban, 
and Country. Here are the circulation fig- 
ures. for Chicago evening newspapers from 
the Publishers’ Statements for the period 
ending Sept. 30, 1941. 


Note the gain of The TIMES in all areas 
over the same period a year ago. Note the 
increased dominance of The TIMES within 
the 40-mile radius. 


Make The TIMES your FIRST buy in 
Chicago—it’s available at the lowest milline 


Golden Opportunity 


While most people recognize the 
nutritional value of milk and know 
about how much they ought to 
drink the principal reasons given 
by those who do not drink milk are 
that they do not like it and that it 


is too expensive, the survey re- for evening newspapers in U.S 
vealed. & pape 
“With the eyes of the whole na- | 


tion focused on the importance of | 
nutrition as the most effective | 
means of making America strong, | 
with the government mobilizing to | 
encourage attention to nutritional 
values and with the buying power 
of the public increasing to the high- 
est point in history, a golden oppor- | 
tunity lies -vithin the grasp of the | 
dairy industry,” said Dr. Weld, con- | 
cluding with “It must tell its story | 
and tell it so that people will act.” 

The promotion of dairy products | 
was related to national defense by | 
Milton Hult, president of the Na- | 
tional Dairy Council. Charles W. 
Holman, secretary of the National 
Cooperative Milk Producers’ Feder- 
ation, presented the awards to local 
dairy councils for the best promo- 
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Public Newspaper Preferences | 


The new Chicago morning news- 
paper, the Sun, which published its 
first December 4, has at- 
tracted attention because of the 
fact that very few new metropoli- 


issue 


tan newspapers have been estab- 
lished in recent years. The trend 
toward mergers and combinations 


has cut down the number of dailies, 
so that advertisers as well as read- 
ers have been keenly interested in 
the ambitious new undertaking to 
give the nation’s second largest 
market. a new morning and Sun- 
day newspaper. 

The Chicago Sun has had the 
benefit of some excellent research 
among prospective readers to 
likes and dislikes, while a $10,000 
contest for a name gave 200,000 
people who competed a chance to 
express their about news- 
paper service. The significant thing 
about all this, it seems to us, is that 
the result has been the development 
of a standard newspaper, rather 
than departure from the pattern of 
publishing developed by successful 
newspapers throughout the country. 

Marshall Field III, the founder 
and owner of the Sun, has demon- 
strated his willingness to depart 
from convention through his 
trol of PM, the New York 
which carries no advertising, which 
is printed in tabloid size and which 
has adopted many unusual edi- 
torial activities. But when the 
public of Chicago was consulted by 


as 


ideas 


con- 
daily 


researchers, it was found that they 
liked the conventional type of 
newspaper—standard size, advertis- 
ing content, and even a 
tional name. The Sun 
respected newspaper title in many 
cities for many years. 

The public naturally likes what 
it is accustomed to, and the ten- 
dency is always to favor familiar 
things. An unconventional pub- 
lication in any field is usually the 
result of a creative design of the 
publisher rather than a direct de- 
mand from the public. ADVERTIS- 
ING AGE, for example, followed no 
conventional pattern when it was 
established twelve years ago, but 
blazed a new trail because of the 
conviction of its publishers and 
editors that a new type of service 
was needed. 

Hence, while not 
the public is not 
something new, particularly when 
it creates information services that 
are obviously needed, it is interest- 
ing for advertisers to realize that 
the type of newspaper to which the 
public been accustomed for 
generations has a mighty hold on 
the interest and affections of all 
Americans, and that good news- 
paper publishing, while capable of 
continuous refinements and im- 
provements, tends to follow the 
traditional pattern 
through trial and error 
years. 


conven- 
has been a 


assuming that 
ready to accept 


has 


over 


Grand Opera as a Good Show 


If we can believe the forecasts of 
many of the bright minds of adver- 
tising, who insist that our agenda 
for the future must include the use 
of advertising for many non-com- 
mercial purposes, such as the pro- 
motion of education, the arts, pub- 
lic health, higher labor standards, 
etc., this might be a good time to 
see what advertising can do for an 
institution which has always found 
the going tough—grand opera. 

New York, Chicago and other 
cities which because of their inter- 
est in the development of a high 
standard of culture have been will- 
ing to finance grand have 
found it difficult to popularize it 
sufficiently to enable it to be en- 
tirely self-supporting. The aid of 
radio broadcasting in getting the 


opera, 


fine music of the operas to the 
public has played an _ important 
role, but there still remains the 


problem of attracting attendance in 
sufficient volume to pay all the 
bills. . 

One of the reasons for this, we 
believe, is that too much emphasis 
has been laid on the purely cul- 


tural aspects of grand opera. The 
average American citizen has been 
led to believe that when goes 
to the opera he is being “improved.” 
What he should be told is that he 
entertained with a good 
that the music will please 
and thrill him, and that he will get 
his culture as an incident and not 
the main objective of contact 
with the immortals of music. 

Newspaper criticisms of opera 
tend to be too pedantic. The ama- 
teur opera goer listens to the fine 
voices which the master- 
pieces of operatic composition, and 
thinks they are literally grand. 
Then he reads the comments of the 
erudite critics and learns that So- 
and-So was in poor voice, that the 
soprano was not equal to the de- 
mands of the role and that the con- 
ductor failed to equal the job per- 
formed by somebody back in 1903. 

Advertising can help the opera— 
but by selling it as a good show. 
The public will buy it on that basis, 
especially if it isn’t convinced that 
it has to regard grand opera as 
Culture with a capital C. 


he 


is being 
show, 


his 


convey 


established | 
the | 


ADVERTISING AGE 


MAYBE IT'S FM BRANCHING OUT 


AJAX 
HEARING 
AlDS. 


REPAIR 
SeRvies 


RDS ERTS 


Country Gentleman 


“Lately, for some odd reason, it's started advertising vitamin pills.” 


Ad-libbing 


Just Going Ahead 


We thought you might like to see 
this full-page advertisement of 
Pritchard, Wood and Partners Ltd., 
incorporated practitioners in adver- 
tising, which appeared in the Oct. 
25 issue of the Newspaper World, 
London. There’s nothing really 
extraordinary about it, unless you 
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still find it extraordinary that “dur- 
ing the hazards of a war year a 
well-organized, well-equipped ad- 
vertising agency overcomes its diffi- 
culties, maintains its high standards 
and adds new clients to its list.” 
The advertisement reproduced 
here is really to mark an anniver- 


sary—it was a year ago, “while the 
firemen’s hoses were still playing 


on the smoking ruins of our Seville 
Row offices,” that the agency moved 
into new offices in Bouverie street. 


Since then many of the staff have) 


forces or taken official 
Messrs. Pritchard, Wood 


joined the 
posts, say 


and Partners, but nevertheless 
“those with goods or services to 
sell, interested in furthering their 
good will now in preparation for 


post-war prosperity, are invited to 
get in touch with us.” 


Newest Christmas Gift 

The most unusual bid for Christ- 
mas gift business of the season 
(and one which we suspect will be 
highly successful), is that of adman 
Phil Wrigley’s Chicago National 


League Ball Club, more familiarly! 


known as the Cubs. 

Mr. Wrigley’s ballplaying depart- 
ment has cooked up two Christmas 
gift offers which are currently 
being promoted by mail—gift books 
containing four box seat ticket 
orders ($6.60), or four grandstand 


| ticket 


orders ($4.40). The gift 
book, encased in a special holiday 
greeting envelope, bears the donor’s 
name and is mailed to the recipient, 
who may exchange the seat orders 
for tickets for any home game or 
games he may elect to see during 
the 1942 season. 


Another Candidate 

There is a_ strange 
exclusive fringe of advertisers, 
mostly in the retail classification, 
who seem to thrive on an advertis- 
ing diet that is slightly off the nor- 
mal line, deliberately different, or 
just plain screwy. In the forefront 
of this group stands Awful Fresh 
MacFarlane, the West Coast pur- 
veyor of sweets and sweetmeats 
who is demonstrably as nutty as his 
products, and doing very nicely, 
thank you! His antics and those of 
quite a few others of more or less 
the same type have been chronicled 


and rather 


in the pages of ADVERTISING AGE 
from time to time. 
Now the Washington Evening 


Star digs up one E. B. Bowles, who 
runs a produce commission firm in 
Knoxville, and who apparently 


finds discussions of the state of his | 


personal finances much more potent 
advertising copy than any discus- 
sion of his fruits and vegetables. 
He’ll do half a million dollars worth 
of business this year, says the Star, 
with the aid of such unorthodox 


paid advertising messages as these: | 


“We don’t make too much money. 
Business is just a drag.” 

“Easy, but oh, so slow, that’s how 
my million is coming along.” 

“If you think I care whether I 
profit or lose, you’re crazier than 
I am.” 

Those are not particularly 
startling, but you get the idea that 
Mr. Bowles devotes more space to 
himself than his products. “Fun,” 
he insisted once in paid space, “is 
always more fun than worrying.” 


A New Service 
The New York World-Telegram 
has just inaugurated a new reader 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1916. Hit Home with the Home 
Dailies of Oklahoma. 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


No. 1917. Personal Property Map. 

As an aid in measuring the abil- 
ity to buy in various communities 
of its market, The Pittsburgh Press 
has prepared this map, which indi- 
cates personal property per capita 
in minor civil divisions of Alle- 
gheny County. An accompanying 
table lists 1940 population and per- 
sonal property per capita for Pitts- 
burgh by wards, and for boroughs 
and townships, with a county total. 


No. 1918. Data 
Magazines. 
Four new data sheets have been 
issued by State Teachers Magazines, 
Inc., to provide up-to-the-minute 
information on this group. One is 
a general analysis, which includes 
tables showing readership by posi- 
tion and location, and circulation 
by states. The other sheets tell 
about reader interest in advertised 
products, teachers’ influence, and 
the teaching profession as a travel 
market. 


No. 


on State Teachers 


1919. How Old Do 
Your Women? 


Parents’ Magazine has issued this 
folder, which charts the age dis- 
tribution of women readers and 
compares Parents’ with other mag- 
azine classifications. 


You Like 


No. 1867. Hotter’n a _ Little Red 
Wagon. 
In this folder, Better Homes & 


Gardens tallies up its account, and 
shows how it stands—first half of 
1941—in advertising and editorial 
linage, circulation and _ prestige. 
Illustrated are examples of trade 
acceptance in the way of publicity, 


point-of-purchase promotion and 

dealer response. 

No. 1839. America’s New Army is 
a Market. 


The market represented by the 
country’s growing Army is indicated 
in this report issued by The Guide 
Magazines. Personal interviews at 


‘the post exchanges of Fort Sheridan 


service which should find enthusi- 
astic endorsement from those who 
give and get — books for Christ-| 
mas. The paper performs, without 


charge, the very important function 
of finding out whether the prospec- 
tive receiver already has the book 
which the donor is planning to give 
him, or whether he would prefer 
some other book, all without dis- 
closing the donor’s name. This 
service should save much embar- 
rassed prowling around friends’ 
bookshelves and an equal amount 


| of polite conversational fencing. 


and Camp Grant provide the figures 
on sales rank of numerous products 
and on magazine reading habits. 


No. 1857. Wake Up the Heart of 
the Home. 

There is a trend, says Ladies’ 
Home Journal, toward the return 
to dining room living—having a 
room where the family can get to- 
gether at meal time. This brochure 
announces the Journal’s plans for 
encouraging this trend through edi- 
torial emphasis on livable dining 
room decorations, furnishings and 
fixtures. 


No. 1836. 
Method. 


A market study made by the Re- 
tail Merchants Credit Association of 
Los Angeles is the basis of this re- 
port issued by the Los Angeles 
Times, which deals with the news- 
paper readership phase of the sur- 
vey. Percentage of readership of 


A New Measuring 


Los Angeles papers is shown for 
four income groups, making possible 
a comparison of reading habits of 
/people of varying incomes, views 
, and modes of living. 
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Hart Schaffner 
‘Suitificate’ Ends 
Christmas Lull 


Chicago, Dec. 3.— When Santa 
Claus comes down the chimney the 
men’s suit business often has a dis- 
tressing way of 
vaulting out the 
window. At 
least, Hart 
Schaffner & 
Marx found it 
that way until 
it brought out 
the gift “suit- 
ificate” idea 
this season to 
remind the 
white - beard- 
ed old gentle- | 
man that the)! 
trumpeter label | 
is still “a little. 
thing to look 
for but a big) 
thing to find” 
at Christmas as 


% well as any| 
Christmas morning / other time. 
Plenty of 


promotion has been mobilized to 
push the “suitificate,” a registered 
name, to a prominent place in the 


Yuletide picture. Full-page color 
copy in the Nov. 15 Collier’s and 
the December Esquire broached 


the idea to Christmas shoppers in a 
national way. A. star-spangled, 
24-page Christmas gift booklet in- 
cludes a page of promotion on the 
suit gift plan. 

Newspaper mats giving promi- 
nent space to the idea have been 
distributed to dealers. But the most | 
deft touch of all, next to the “suit- 
ificate’” idea, is a miniature suit 
enclosed in a Christmas box labeled 
“It’s a gift tailored by Hart Schaff- 
ner & Marx” which conveys to the 
lucky recipient the information that 
Santa Claus hasn’t overlooked the 
men’s suit business after all. 

“The plan already is producing 
results,” says E. R. Richer, adver- 
tising manager and originator of the 
idea. Similar promotion is contem- 
plated for next Father’s Day. 


To Start Dairy Products 


Price Investigation 

The Chicago OPA office has an- 
nounced that it will shortly conduct 
an investigation into prices of dairy 
products in Wisconsin, Illinois, 
Michigan, Indiana and Iowa with 
the object of determining if price 
ceilings are necessary to protect the 
consumer. 

Henry L. McIntyre, regional OPA 
attorney, said that the investigation 
would center in Wisconsin, and that 
“if some action such as the setting 
of a price ceiling is deemed neces- 
sary, a ceiling will be fixed.” 


Miss Bissell to Bijur 

Harriet Bissell has joined the 
copy staff of George Bijur, New 
York. She formerly handled food, 
drug, liquor and home furnishings 
copy at L. Bamberger & Co., New- 
ark department store. 
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busses" in os Angeles. 
Thats more than the 
population of Arizona |v") 
New Mexico is, and ~~ 
Nevada <] combined / 
When they ride “%& they 
relax, when they relax 
they read Xia". your 
message .....Write for 
details and rates. 


MAYNARD BoyYCE Inc. 
os a 
LOS ANGELES 


650 Chamber of Commerce Bldg 


hs0c ripprestviled fy Vitlonal Funstads 


Publishes “Adlandia”’ 
“Adlandia,” a companion booklet to 
“Advertising as a Career,” by Mark 
| O'Dea, president of O’Dea, Sheldon 
& Canaday, New York, has been 


published by F. A. Owen Publish- | 


ing Company, Dansville, N. Y. The 
book is in quiz form and is being 
distributed free to business and 
economics departments of colleges. 
Regular copies are sold at 50 cents. 


ONA Meets Jan. 22-23 


Ohio Newspaper Association will 
hold its annual convention at the 
Deshler-Wallick Hotel, Columbus, 
Jan, 22-23. At a recent meeting of 
the board of trustees 19 new mem- 
bers were admitted, bringing the 
association’s membership to 330. 
Roy Moore of Brush-Moore Syndi- 
cate is president. 


Finance Company 
Uses Pseudo Case 
History Copy 


Philadelphia, Dec. 4.—Departing 
from typical finance company ad- 
vertisements that rely chiefly upon 
typography to get their selling mes- 
sage across, Lyons Finance Com- 
pany has switched to photographic 
illustrations and fictitious cases to 
tell its story. 

A typical insertion, 100 lines on 
one column, portrays a_ harassed 
young woman under a_ headline 
which proclaims “ ‘Terribly Wor- 
ried’—then she got $100! Secretary 
ends money problem.” An asterisk 
after the headline calls attention to 


a footnote explaining that this rep- 
resents a “fictitious case typifying 
Lyons Finance Service.” 

This loan company’s advertising 
now stresses cash loans to forestall 
coming price rises. The tested 
themes of privacy and immediate 
cash to meet urgent bills are still 
employed. Chief advantage of the 
photographic-pseudo case approach 
is emotional appeal, which Lyons’ 
agency, J. M. Korn & Co., regards 
as a necessary element in such a 
personal transaction as negotiating 
a loan. 


Fawcett Votes Bonus 

Fawcett Publications, New York, 
has voted a bonus of a half month's 
salary to be paid to its 300 em- 
ployes. 


| 1%e-1,000. 


“Digest” to J-W-T 

Reader's Digest, Pleasantville, 
N. Y., has appointed the Buenos 
Aires office and the Latin American 
division of J. Walter Thompson 
Company to direct promotion of 
Selecciones del Reader’s Digest in 
Spanish-speaking countries of Latin 
America. Promotion in Brazil will 
be handled by the Sao Paulo and 
Rio de Janeiro offices of J-W-T. 


PHOTOS 2x25 


In lots of 100. Send photo or negative. 
50 at $3.25. 25 at $2.00. Photo postcards 


-_-_e--:-::,_,_,_,-"— 
Enlargements Now at Strikingly Low Prices 
30’ x 40°—$1.75 ea. 4)" x 60°—$3.50 
Mounted or Unmounted 
COMMERCIAL PHOTO, 416 West 45, New York City 


Serving accounts in 37 states 
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ADVERTISING AGE 


December 8, 1941 


Demonstration of how General Stores Advertising Company, New York, proposes 
to sell space for point-of-sale advertising on walls of several thousand grocery 
stores. 


Uses Personnel Theme 

New Haven Railroad has joined 
the list of advertisers featuring 
employes in copy by starting a new 
campaign which features sketches 
of New Haven employes by Herb 
Roese. Sam Boyer is advertising 
agent and Wendell P. Colton Com- 
pany, Boston, is the agency. 


- After 7 years, 


- Sears reports: 
“In every test 
ARNT has” 


~ always pulled” 


When the candid-camera 
caught this shot of Eli Sha- 
piro, general manager of 
Sears, Roebuck & Com- 
pany’s store in Des Moines, 
he had just made the fol- 
lowing report about Sears’ 
experience on the air: 

“In seven years of daily 
advertising on our news 
program over KRNT, we 
have made numerous tests 
to determine the sales-power 
of our radio messages. 

“Usually the tests have 
been on items not other- 
wise advertised. And al- 
ways, whether on large or 
small items, KRNT has 
produced excellent results. 
Naturally we keep on.” 

To Mr. Shapiro’s report, 
we see no need to add any- 
thing. 


KSO 
KRN 


ae ae 
DES MOINES 


Affiliated with the 
Des Moines Register & Tribune 
Represented by The Katz Agency 


7,000 Groceries 
Signed to Sell 
Space on Walls 


Lee Maxwell Heads 
Company to Handle 
Advertising 


New York, Dec. 3.—Some 7,000 
grocery stores have signed up for 
the sale of wall space for advertis- 


ing purposes, according to E. War-| 


ren Smith, vice-president of the 
|General Stores Advertising Com- 
pany, which has been organized 
here for the purpose of marketing 
this point-of-sale space on what is 
described as a “nationalized, stand- 
ardized and controlled basis.’”’ Lee 
W. Maxwell, former president and 
|chairman of the board of the Cro- 
well Publishing Company, heads 
the new company whose _head- 
quarters are at 10 Rockefeller 
| Plaza. 

The first objective of the com- 
pany is to sign 33,000 food stores 
| doing an annual business of at least 
$50,000. Each store will be paid a 
percentage on returns. The com- 
pany hopes to have its organization 
|of stores completed by March 1 
when the space will be offered to 
advertisers. 


| Two types of poster frames will | 


| be available. One of them will be 
|27% by 56% inches in size and 
will sell for $5 a month in stores 
with volume of more than $100,000 
a year and half that much for 
| smaller stores. The rates for post- 
ers 11 by 28 inches will be $2 a 
month for the larger stores and half 
that for the smaller group. 


Called “Missing Link” 


The plan, which is termed by Mr. 
Maxwell as “the missing link of 
advertising,” was conceived by Mr. 
Smith, a former investment banker 
and also formerly in outdoor ad- 
vertising. Lewis L. Clarke, chair- 
man of the executive committee of 
the Irving Trust Company, New 
York, and a director of such con- 
cerns as Swift & Co., American 
Locomotive Company and others, is 
chairman of the board of the new 
company. Sterling Pile is treasurer 
and John E. Seigel is secretary of 
the company. Martin Sand, for- 
mer executive vice-president and 
general manager of the National 
Retailer-Owned Grocers, is repre- 
| senting the company in Chicago. 

Besides the officers, the board of 
directors includes Herbert W. 
Breyer, Jr., James W. England, Jr., 
Pardue Erdman, Malcolm Huey, 
Col. Edward B. Twombly and 
Joseph W. Walton. 


Offers Plastic Sole 


Goodyear Tire & Rubber Com- 
pany, Akron, has developed a new 
plastic, Neolite, which has just been 
introduced to the trade as a sole 
for dress shoes. The new plastic’s 
wearability is at least double that 
of leather and it makes a _ water- 
proof and slip-resistant sole, Good- 
year asserts. 


Continental Can 
Backs Christmas 
Basket Promotion 


New York, Dec. 4.—Continental 
| Can Company will cooperate in the 
annual custom of giving Christmas 
| baskets to the needy and will use 
a full color page in The Saturday 
Evening Post to aid various welfare 
organizations in the selection of 
foods. 
| Under the heading, “This Christ- 
mas Give a Gift to Folks Who Need 
'a Lift,” copy is directed to groups 
active in welfare and urges them 
to include canned foods in school, 
hospital, church and other gift bas- 
kets. Copy points out that canned 
foods are nutritious and rich in 
vitamins and minerals, and 
four typical assortments of canned 
goods that can be purchased in a 
$1-$4 price range. 

To back up the company’s par- 
ticipation in Christmas basket giv- 
ing, promotional material is being 
distributed to the food trade. Can- 
ners, packers, wholesalers, chains, 
supermarkets and voluntary groups 
are being urged to get their share 
of the seasonal market. A “tailor- 
made” merchandising plan is being 
sent to each group, and all groups 
are offered free reprints of the com- 
pany’s Post advertisement. Busi- 
ness papers in the food field will be 
used by Continental to put across 
the Christmas basket promotion. 

National welfare organizations 
are being asked to advise local 
chapters to buy canned foods. The 
Christmas basket plan is being ex- 
tensively promoted within the Con- 
tinental organization, by enclosures 
being mailed to stockholders and 
employes, and by bulletins and 
| posters erected in the company’s 
| plants and offices. 


Century Bids for 

Attention with 

| 

Three Displays 
Peoria, Ill., Dec. 4.—Three new 

displays are now being distributed 

to the trade by Century Distilling 

Company, one representing a sports 

| bulletin board, one representing a 

club during the Christmas season, 


}and one oversize reproduction of 
the Century Club bottle. 


The sports bulletin board is 
|framed with various  reproduc- 
tions of pieces of sports equip- 
|ment, handball gloves, badminton 

racquets, darts, foils and a checker- 
| board, and is flanked with two 


separate pieces showing a 
and a table tennis player. 

The oversize reproduction of the 
Century Club bottle is being dis- 
tributed to liquor stores and tav- 
erns, where it is used as a floor 
display and a window eye-catcher. 
It is lithographed in full-color and 
stands 52 inches high. 

The Christmas window display 
consists of three pieces, litho- 
graphed in full-color. On the cen- 
tral piece, a large holly wreath 
encircles the “Century Club House” 
and a separate piece depicts a quart 
bottle and glass jutting out from 
the central illustration. Two flank- 
ing pieces show the “bearer of the 
bowl” and an old-time celebrant. 
Louis E. Wade, Inc., Fort Wayne, 
Ind., is the agency. 


bowler 


Elect Charles Cooper 


Charles Cooper, publisher of the 
Hilton Record, has been elected 
president of the Western New York 
Newspaper Publishers Association. 
Other officers elected were Richard 
Schultz, Akron News, vice - presi- 
dent, and Robert S. Measer, Am- 
herst Bee, secretary and treasurer. 


Adds Greenhow, McCann 


Hubert Greenhow, of Greenhow 
Studios, Detroit. has joined the staff 
of Meinzinger Art School, Detroit, 
as instructor of automotive render- 
ing and photo retouching. Clarence 
McCann has joined the faculty of 
the school as specialist in lettering 
and layout 


lists 


| RETAIL STORES GET AD REPRINTS, SALES TIPS 
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| Continental Can Co. is sending reprints of its full-color page in the Dec. 20 issue 
of The Saturday Evening Post to food trade groups throughout the country. 
On the back are listed nine tested selling suggestions, showing how retail stores 
can encourage the giving of canned foods to the needy this Christmas. The com- 
pany is soliciting national welfare groups to enlist their support of canned foods 
| in welfare baskets. Batten, Barton, Durstine and Osborn is the agency. 


QUALITY. 
QUALITY. 
QUALITY 


‘41 Retail Sales 
to Set New Mark 


| Expanded purchasing power re- 
| sulting from the defense program is 
expected to push 1941 retail sales 
'volume to an all-time record of 
| $54,255,000,000, according to De- 
partment of Commerce estimates. 
This total will top last year’s figure 
by $10,000,000,000 and 1929’s pre- 
vious record by nearly $6,000,- 
000,000. 

| Increased prices account for the) 
| gain over last year to some extent, | 
but prices are still below the 1929 | 
level. The breakdown for this year 
shows that retailers will get about | 
$42 for every man, woman and | 
child. Food stores are expected to | 
take about $82, automobile dealers | 
|about $63 and department stores 
about $57. The rest will be divided 
,}among restaurants, filling stations, 
| hardware, furniture, drug and cloth- 
| ing stores, and miscellaneous estab- | 
lishments. 


Joins Rickard & Co. 

| Julian M. Archer, formerly in the | 
art department of Barton & Goold, | 
New York, has joined the art staff 
of Rickard & Co., New York. 


INDUSTRIAL PAYROLLS 


Exceeding All Time High in 
PONTIAC, MICHIGAN 


Millions in added payroll dollars and the greatest home coverage 
in Daily Press history is a combination that is producing for na- 
tional advertisers in this Michigan market. 


$19,749,150 


FIRST 10 MONTHS 1939 


°29,001,969 


FIRST 10 MONTHS 1940 


°43,610,375 


FIRST 10 MONTHS 1941 


INDUSTRIAL PAYROLLS, 1938—$17,144,740 
INDUSTRIAL PAYROLLS, 1939—$25,644,840 
INDUSTRIAL PAYROLLS, 1940—$38,439,880 


Over a Quarter Billion Dollars 
in National Defense’ Orders! 


Pontiac, 
aseoon 


+ 
QAUKCHICE UIC. 
PHOTO ENGRAVERS 
$47 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 


in the heart of Michigan defense spending with a total of $262 
tops all cities in the State in per capita defense business Here 
is a market with thousands of highly paid workers who have money to 


spend! Tap the FULL sales possibilities with thorough Daily Press cover 
age which exceeds 35.000 homes, 7 out of 10 taking no other daily 


newspaper. 


Dominant Coverage in Michigan's SECOND Largest County 


The Pontiac Daily Press 


PONTIAC, MICHIGAN 
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ADVERTISING AGE 


‘Democratic 
National Press’ 
Assailed in House 


Editor Denies Charges 
of "Connection" with 
Democratic Party 


Washington, D. C., Dec. 2. — The 
Democratic National Press, a 
monthly magazine published here 
since last March to promote New 
Deal policies, was denounced be- 
fore the House this week for an 


¢ 


| from 
| that it is attempting to pay for it- 
self out of circulation 
tising revenue. 
Hatch Act bars the committee from 
publishing 
| soliciting advertising, and that he 
began his venture as a 
promoting administration policies. 


| jected by the national committee 


the national committee, and | vertising and gave the book away 
instead of selling it. 

The Democratic National Com- 
mittee issued a statement today 
saying it had “long ago advised all 
of the advertisers it could reach 
that the publication had no spon- 
sorship from any Democratic or- 
ganization and that any solicitation 
implying the contrary was a bare- 
faced fraud.” 

The statement 


and adver- 
He said that the| 
and 


such a_ periodical 


means of 


These developments recall the 
fuss raised during the last presi- 
dential campaign where a Demo- 
cratic campaign book was pro- 


asserted 


and advertising was solicited from| matter to the 
major corporations, many of them 


holding defense contracts. Wendell 


L. Willkie protested to the attorney | lication suppressed. The whole 
general that the Hatch Act was be-| makeup of the magazine, it said, 
ing violated, whereupon the com-| was “calculated to carry out the 


mittee returned receipts from ad-| deception.” 


that a 
month ago the committee called the | 
attention of federal 
authorities in Washington and New 
York in an effort to have the pub- 


Stipulates Again 

Cream of Wheat Corporation, 
Minneapolis, has agreed to a stipu- 
lation with the Federal Trade Com- 


mission which supplements a pre- 
vious stipulation entered into in 
1937. By the new terms, Cream 


of Wheat promises to cease adver- 
tising that the cereal contains all 
the food values a person needs, and 
that it will supply strength when 
needed. 


Starts Felt Campaign 

The Felt Association, New York, 
will shortly launch an educational 
campaign calling the attention of 
the public to the many uses made 
of wool felt in civilian and defense 


applications. Korbel & Colwell, 
New York, is directing the cam- 
paign. 


‘Frankel-Rose Splits 


Into Two Agencies 
Frankel-Rose Company, Chicago 
advertising agency, has been dis- 


solved, and the two principals, 
Jones B. Frankel and Charles E. 
Rose will each operate his own 
agency. 


Both of the organizations, Jones 
Frankel Company and Charles Ed- 
son Rose Company, will continue to 
maintain offices at 43 E. Ohio street. 


| 
| 


——irirrlllE!,, 
“CHROMART 


_ PRINT FROM KODACHROME 


The one colorprint that FULFILLS 
every exacting artcopy requirement. 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


Overnight by Plane 


alleged attempt to solicit advertising 
from defense contractors on the 


false claim that it has an official 
connection with the Democratic 
party. 


Rep. Robert F. Jones, a Repub- 
lican from Ohio, called the matter 
to the attention of the House 
yesterday and asked for an inves- 
tigation. He read a _ solicitation | 
letter which he charged would} 
“make Al Capone blush with envy.” | 
The letterhead carries the name of | 
Jay Gladwin as managing editor, | 
along with the caption, “The Na-| 
tional Publication with a Cover- | 
age of Democratic Principle and} 
Action.” Its slogan is “Unity for | 
Defense.” 

The form letter reads: “It has| 
been suggested here that we com- 
municate with you in reference to | 
the special ‘Unity for Defense’ | 
number we are now preparing to 
further our campaign for national 
unity in the interest of all-out de- 


fense. The large program willem- | 
body an extensive coverage of | 
firms actively advancing the na-| 
tional defense through energetic | 
and competent action. Our edi-| 


torial panel will afford an exposi- 
tion of the most advanced opinion | 
entertained by our national lead-| 
ership.” 


| 
“Better Pay” Technique | 


Rep. Jones charged that if the 
letter does not get results from the 
defense supplier, it is followed up 
by long distance telephone. He said 
Mr. Gladwin’s office uses the “fa- 
miliar ‘you better pay for protec- 
tion’ approach.’ The form letter 
quotes a page rate of $300, which 
seems rather high for an expected 
circulation of the special number | 
of 5,000. 

Mr. Gladwin declared yesterday 
that his publication makes no claim 
to any official connection with the 
Democratic party, but admitted 
that there had been some trouble 
earlier with solicitors who misrep- 
resented the magazine as an official 
organ of the Democratic National 
Committee. Rep. Jones acknowl- 
edged that Mr. Gladwin had dis- 
claimed a connection with the party 
machine but said it came “be- 
latedly.” 

Mr. Gladwin explained that his 
paper has received no contribution 


SHELTON 


THE SPARK—THE FLAME 


For countless years, fire was one of the most familiar of natural phenomena. Yet it was not until the erghteenth cen- 
tury that we understood its nature. The precious possession of Jove, stolen by Prometheus, was explained by countless 
theories, by “phlogiston” and by “caloric” until Lavoisier discovered that all combustion is a combination with oxygen. 


HE HOT FLAME of the tabloid new spaper ts evident to every 
student of advertising. But what makes it burn with such 
amazing vigor? The theories have been as wild and fanciful 
as the old theories about fire The analysts of journalism, editors, as 
well as space buyers, will tell you that it is made up of sensationalism, 
triviality, and pandering to bad taste Most tabloids show these char- 
acteristics. Therefore, it is argued, they are the cause of their success. 
To which the Mirror’s answer 1s a loud bilabial Bronx cheer 
Five vears ago, the Mirror refused to believe that the things that 
are known to be bad in a full sheet new spaper could possibly be good 
ina tabloid. It cleaned house It threw those alleged secrets of tabloid 
success out of its columns. It kept the convenient tabloid page size, 
the tabloid pace, the tabloid intimacy, and the tabloid’s intelligent use 
of pictures. For these things are not inconsistent with good journalism. 
Then the Mirror started to print a really good newspaper. It got 
the news. It was the first New York paper and is still the only New 
York morning paper to subscribe to all three major wire services— 
Associated Press, United Press, and International News Service. It 
printed its news with becoming dignity, with a discriminatin 


a 
~ ~ 
- . 


sense 


of values, and with scrupulous accuracy. It engaged a corps of special 


The MIRROR-=new york 


Writers to cover all aspects of the really vital news with unquestioned 
authority. It attuned itself to the terrific new tempo of the world. And 
it started to go places. 

Since that time the Mirror's added circulation, daily as well as 
Sunday, is equivalent to the total circulation of many a good big city 
newspaper, 222,000 new purchasers have made the Daily Mirror the 
second largest newspaper in New York, the third largest in the United 
States—daily circulation ts 777,281. The Sunday Mirror stands second 
in size locally and nationally—circulation 1,484,500. 

We all know that size is important, that rapid and vigorous growth 
is more important. But most important of all is the w ay size and 
growth have been attained. In the case of the Mirror, there have been 
no forcing, no special drives, no tabloid trickery. It has grown and 
is growing simply because it is a good new spaper. 

Somehow, when a reader believes and respects a newspaper, he 
believes and respects its advertisers. There is an obvious fallacy in 
this reasoning, but the history of successful advertising will bear 
Witness to its truth. The Mirror is the kind of newspaper which a 
reader can trust and respect. It has, therefore, a power dispropor- 
tionately large even for a paper of its great size. 
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You Take MAXIMUM Apvanrace of today’s sales opportunities when you build yout 
Chicago promotion around the Tribune. With more than 1,000,000 net paid, every 
day of the week, the Tribune is the one medium which delivers broad, effective cover- 
age of the entire Chicago market —city, suburbs and rich surrounding territory. 

On weekdays the Tribune delivers ...at one low cost... from 605,000 to 630,000 
more total daily circulation than other Chicago daily newspapers. On Sundays it delivers 
from 325,000 to 800,000 more than other Chicago Sunday newspapers. 

Advertise in the Tribune and you get from 445,000 to 465,000 more daily circula- 
tion right in Chicago and suburbs than other Chicago daily newspapers deliver — and 
more than any two other Chicago daily newspapers combined. 

On Sundays the Tribune delivers in metropolitan Chicago from 380,000 to 460,000 
more than other Chicago Sunday newspapers—and more than the two other Chicago 
Sunday newspapers combined. 


In addition, the Tribune, daily and Sunday, reaches hundreds of thousands of other 


prospects in the adjacent territory. In 756 cities and towns of 1,000 or more population 
, , in the Chicago territory, Tribune circulation is equivalent to 41% coverage of all the 
families on weekdays and 46% on Sunday. This is more coverage of these towns than 
any other Chicago newspaper has of metropolitan Chicago. 
Whatever type of product you sell or to whom you sell, the facts prove that the 
Tribune reaches more prospects for you here than any other Chicago newspaper. 
It is the medium from which, more than any other, the people in this great market 
are accustomed to buy. Proof of this fact is to be found in the advertising practice of 
Chicago retailers. During the first eleven months of this year they placed in the Tribune 
58% more advertising than they placed in any other Chicago newspaper. 
General advertisers during the same period placed in the Tribune 35% more adver- 
of industrial activity tising than they placed in any other Chicago newspaper. 
When you can have more, why take less? Each additional day you do without the 
extra sales power of the Tribune you pass up additional sales volume which can be 
loes your advertising yours. There is no reason to pass it up when you can put the Tribune on the job and 
produce more sales at less cost per unit sold. Tribune rates per 100,000 circulation 


are among the lowest in America. 


market impact Chi- 


power requires and 
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ADVERTISING AGE 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


A Mixup in Photos 


To the Editor: It can happen to 
the best of us—but it’s most amus- 
ing when it happens to someone 
else. 

The full page advertisement on 
page 3, ADVERTISING AGE, Nov. 3, by 
the Daily Oklahoman, features its 
top - flight writers and artists, but 
look closely at the photograph de- 
picting the buying brigade of a 
local Oklahoma department store. 
In the lower left side of this photo- 
graph is a counter top sign whose 
message reads as follows: 

Dominates Chicagoland 
ECONOMY DAY 
Bargain Basement 

This photograph is actually a 
scene of activity taken at The Fair, 
a Chicago department store. 

H. A. COWAN, 

Production Manager, Advertis- 

ing Department, Mandel Bros., 

Chicago. 

To the Editor: Will you please 
add to the complaint of Mr. Cowan 
of Mandel Brothers, Chicago, that 
of Mrs. Grace Vawter, advertising 
manager of Kerr’s, Oklahoma City. 
Both detected our error in the Nov. 
3 issue of ADVERTISING AGE in which 
we inadvertently ran a crowd pic- 
ture of a Chicago store. 

Now, a crowd of women in a de- 
partment store looks alike in Chi- 
cago and in Oklahoma City and 
perhaps elsewhere, and one of our 
artists—in looking through our files 
of crowds to illustrate the good 
business being enjoyed by our Ok- 
lahoma City stores—picked up the 
picture of The Fair instead of one 
of the three Oklahoma City crowd 
pictures which are attached. 

You must admit that they would 
bring smiles to the faces of Chi- 
cago merchants, just as they would 
to those of Oklahoma City. 

While we are happy to have been 
able to call the attention of your 
readers to the crowds _ which! 
thronged The Fair’s Economy Day, | 
what we had in mind was calling 
attention to the crowds that are 
breaking sales records in Oklahoma 
City department stores. 

J. I. MEYERSON, 

Sales and Promotion Manager, 


The Oklahoma Publishing 
Company, Oklahoma City. 


v ee 
The Editorial Approach 

To the Editor: This series of in- 
stitutional ads has attracted con- 
siderable attention in the jewelry 
industry. It occurred to us that 
you might like to review this ad- 
vertising at a time when most 
manufacturers are not concerned | 
with current sales but are mindful, | 
at the same time, of future good | 
will. 

The reaction to the double - page 
ad, “He sure is your friend!” was 
spontaneous. Wholesale jewelers 
were extravagant in their praise to 
Jacoby-Bender, Inc., for carrying | 
their torch. 

There is no question in this ad- 
vertiser’s mind that in place of the' 


A CROWD IS A CROWD—ANYWHERE 


oo ti 


nippntanee 


This picture really was taken in Oklahoma City—not Chicago—the Oklahoma, 
Publishing Company guarantees in explaining the mixup in photos depicting a 
crowded retail store. 


regular “bread and butter’ adver- 
tising, this editorial approach is 
winning new and stronger friends. 
A. W. LEWIN, 
A. W. Lewin Company, Newark. 
[Editor’s Note: With attention- 
compelling illustrations, 


the series | 


points out that while the demand | 


for jewelry has soared so high that 
all orders cannot be met, “We have 
no problem that common_= sense 
won't solve.” “Let’s keep our temp- 
ers—and our self respect,’ one ad 
goes on. “A good measure of co- 
operation, a dash of good nature— 


| 
| 


and a pinch of patience—will help | 


a lot.” Another in the series urges 
that no one buy “more than you 


actually need for immediate de- 
mands.” It points out that new 
ways of making attractive mer- 


chandise are being found now, and 

that more ways will be found later. 

That is one reason, if there were 

no other, against stocking up in 

these days of temporary shortages. | 
a. = = 


On Tunney and Copy 


and Advertising’s Future 


To the Editor: Although I de- 
tected a slight current of sarcasm 
running through it, your writeup of 
Gene Tunney’s article on smoking 
in the Reader’s Digest deserves 
praise, because it shows that, as the 
leading publication of the advertis- 
ing field, you are not timid about 
airing its faults. (Advertising’s.) 

I am sold on advertising, natu- 
rally, as I make my living at it, and 
believe it has a fine future. But 
many times I have blushed on read- 
ing some of the insane mind-mold- 
ing stuff that passes for advertising. 


| So much of it is destructive to the 


welfare in general of the American 
people—perhaps not to the extent 
that Mr. Tunney would like to be- 
lieve, but enough to gradually wear 
away our moral and physical stan- 


| dards. 


Strangely enough, your Copy Cub 
brings in a most important phase 


JACOBY-BENDER CARRIES THE TORCH 


ca ce nell 


E 1S YOUR FRIEND! 


Wholesale jewelers praised this double-page advertisement placed by Jacoby- 


Bender, Inc., New York, in jewelry business papers. 


It is one of a series of insti- 


tutional ads prepared for the company by A.W. Lewin Co., Newark. 


of this question. He says, “Gene 
Tunney says, smoking cigarets 
ruins the teeth and digestion and 
shortens life. And still the revered 
Journal of the American Medical 
Association keeps running cigaret 
advertising.” Well, why shouldn’t 
the Journal run cigaret advertising? 
It gets paid for it. How much can 
the Association, which endorses any 
product that makes money so long 
as it passes for something benefi- 
cial, gain by refusing it? How 
much does Mr. Tunney receive for 
crusading against smoking? 
this not prove that profit is still a 
long way ahead of principle? 


The thing is, the big shots in 
advertising who get the big fees 
and heavy commissions conveni- 


ently shut their eyes to the destruc- 
tive results of much of our national 
advertising. This attitude has given 
me a sour taste for the whole busi- 
ness, and I hope that some day I 
shall be 
the crusade to make advertising 
what it should be—to create the 
desire for things and products we 
know are beneficial, and to mold 
public opinion with pure truth and 
constructive facts. 

Many people today just laugh at 
advertising, because they are able 
to see through its thin veneer of 
cleverness. They know very well 
that this or that won't do the things 
claimed for it. “It’s ridiculous,” is 
an oft repeated phrase I have heard. 
One danger, too, in this, is that it 
has seemed to make it fashionable 
to pervert the truth. 
vertising is so powerful a 
people think that it is excusable to 
lie—to exaggerate deliberately, be- 
cause they feel that if it can be 
done on such a large scale, why 
should they be truthful. How, then, 
can moral standards be maintained? 
It’s much like the propaganda used 
abroad that is so destroying the 
straight thinking and “hew to the 
line of truth” standards of the peo- 
ple in general. 

Let’s find more crusaders like 
Tunney to show advertising how 
far it has wandered from the stan- 
dards that helped build it into the 
huge industry it is. Perhaps some 
day it will see the light itself. Only 
then can it forge ahead to its des- 
tiny. 

EDWIN C. HIRSCHOFF, 

Direct Service Oil Company, 

Minneapolis, Minn. 

[Editor’s Note: There is much 
truth in these statements, and the 
“slight current of sarcasm” which 
was detected in the report of the 
Tunney opus was due not to his 
remarks about tobacco advertising, 
but to his all-out attack on tobacco 
itself. Like Mr. Tunney, who didn’t 
want to be rude when a cigaret 
manufacturer offered him $15,000 
for a testimonial, we didn’t want to 
be rude and point out that Mr. 
Tunney was introduced to the 


| Reader’s Digest audience as the ex- 


heavyweight champion and as a 
Lieutenant Commander in the U. S. 


Naval Reserve, but was not intro- 


Does | 


able to become active in 


Dhe Daw 
alone will 


for you ut 
Oakland. 


Jotal Yet Paid 


pany 88,166 
sunpay 97,728 


94.6% Daly and 93% S. 
1.6% Darky : watley 
(ABC Publishers Statement, Sept. 30/%4l) 


Because ad-| 
force, | 


duced as chairman of the board of | ling, H. R. Shehan and myself, pub- 
a 


| American Distilling Company, 
| title to which he has a perfect legal 
right. ] 


, Vv? 


| In Demand 


| To the Editor: It didn’t take the 

petite and very charming bride, 
| Mrs. Robert Petts of New York, 
}endorsing Procter & Gamble’s 
| Camay, long to find out that Revere 
| ware, manufactured by Revere 
| Copper and Brass, Inc., was tops in 

her kitchen. Both ads appear in the 

Nov. 23 issue of This Week. 
Judging from her beauty and her 
| quick appreciation of Revere cop- 
| per-clad stainless steel utensils, I 
| would say that Mr. Petts was a 
|most fortunate young man! 

Roy H. CARLson, 
Crescent Mfg. Company, Se- 
| attle, Wash. 
v — 

Reader Turns Up 
a “Vin-Fiz” Leaflet 


To the Editor: Some time ago a 
request was made over some broad- 
cast for a leaflet advertising ‘“Vin- 
Fiz” which was a soft drink manu- 
factured some years ago, in 1911, I 
believe. 

These leaflets were thrown from 
an airplane which flew from New 
York to Chicago, and I believe the 
| pilot’s name was Rogers. I recall 
| very vividly seeing the plane go 
/over our house, and it so happens 
| that my mother saved one of the 
| leaflets which the pilot threw out in 

going over our town in New York 
state. 

I am wondering if you would care 
|to run a short item in an early 
issue of ADVERTISING AGE seeking to 
| find the name of the firm request- 
}ing the “Vin-Fiz”’ leaflet. As I 
| understand it, they were willing to 
pay a certain amount of money for 
securing one of the leaflets. 

M. B. PENDLETON, 

Editor and Manager, Wood 

Products, Chicago. 


v v v 
Picking Up a Point 
To the Publisher: It’s too bad 
your Fearless Editor missed the 


point of the picture of F. H. Mar- 


December 8, 1941 


lished on page 26 of the Nov. 24 

issue of ADVERTISING AGE. 
Obviously Marling and I are both 

bald. We were both congratulating 


Mr. Shehan, the manufacturer of 
Wildroot hair tonic, on the efficacy 
of his product, under the assump- 
tion that both Marling and I had 
used it for years! 
Puiuie J. KELLY, 
General Sales Manager, Car- 
stairs Division, Calvert Dis- 
tillers Corporation, New York. 
~~ = oe 


Urges Drive for Xmas 

To the Editor: I note that the 
Orangeburg Chamber of Commerce, 
Orangeburg, S. C. (per Opie L. 
Shelton in your Nov. 17 issue) is 
starting another of those perennial 
crusades to eliminate the word 
Xmas. He says “Many attempts 
have been made to trace its origi- 
nation, but not one person has at- 
tempted to justify its use.” That 
is hardly a cautious remark or a 
particularly accurate one. 

The use of the symbol X for 
Christ is almost as old as Christi- 
anity itself. During the ancient 
Roman persecutions of the first 
Christians, the letter X was chalked 
on walls throughout the Roman 
Empire to let the Romans know 
that the Christians were not giving 
up, no matter how much they were 
persecuted. We see a counterpart 
of this in the modern V-for-Victory 


campaign in Europe. Why was the 


the 1 
MM 


curculation 


Makland 


EXCLUSIVE ASSO arto Paeess 


National Representatives: WILLIAMS, LAWRENCE G CRESMER CO. 
Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION 
Magazine and Comics: NEWSPAPER GROUPS, INCORPORATED 
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letter X chosen? First, 
initial of the Greek spelling of 
Christ’s name. Moreover, it repre- 
sented the cross, in the position of | 
being carried up Calvary hill. And 
the X campaign succeeded. Rome 
fell but Christianity survived. | 
So did the X survive, throughout 
the early and medieval writings of | 
the holy men whose job it was to| 
inscribe and illuminate the sag 
and other holy writings, for the X 
was a symbolic short-cut that saved | 


tering. 
Most of the agitation 


misapprehension that it is a modern 
commercial invention—and that the 
X represents “an unknown quan- 
tity,” as Mr. Shelton mentioned. I} 
feel that if people knew the truth 
of its origin, they would be proud 
to use the word Xmas. In fact, the 
truth of the matter is that it has a 
very timely application, so instead 
of a campaign to eliminate the 
word, why not substitute one to 
let people know how truly religious 
and significant it is? 

a 

Chicago. 

a a 


Unwilling Neighbors 


To the Editor: Talk about com- 
petitive advertising, here’s one for 
the book. 

In the November issue of Oral | 


don't 
need 
ie x 


for ACRYLIC 
bENTURES 


no MAK > 
tow 


ai ¥ porate 3 
te sewn. Order Rohr’ 
Pou ny reputable sto! sststolers 
dk nye ond ~o0e ve, foc tet 

LEE §. SMITH & SON MEG Co ; 13 

MAGIK Assures 
Better Acrylic 

Dentures 


A (4 Bottle os sefticenn 
eghteen ¢ » You 


foction econdionaliy guaran 
teed 4 how vow note | 
Rehance dealer or write t 

RELIANCE DENTAL 


MANUFACTURING CO. 
17 S. Wabash Ave., Chicage | 
| 


Hygiene there appears a half page) 
advertisement for a product called | 
Magik which is recommended in 
the preparation of false teeth (po- 
litely called “dentures”). 

Right along side is an advertise- 
ment of equal size for Kelly’s paste, 
also recommended in the prepara- | 
tion of false teeth. The headline of | 
the latter ad says, “You don’t need | 
MAGIC!” 

It seems to me that if publishers 
would require their make-up men 


T 


FIRST 
IN 5T. LOUIS» 


In national spot and | 
local commercial | 
quarterhourvolume. | 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


ma 


it was the| to read the ads, stupid mistakes like | « 
this wouldn’t happen as frequently 


as they do. 
W. H. KEARNS, 
Vice-President, H. W. Kastor & 
Sons Advertising Company, 
Chicago. 


, a eb 


Bell & Howell Asks 
Support for Plea 


To the Editor: With almost every | 
them many hours of laborious let-|one curious as to what is happen- 

ling in industry—and advertising 
against | and promotion departments bending | 
Xmas is based, I am sure, upon the | every effort to inform the public of 
the situation—you are undoubtedly | 
Even so, | 
you may be interested in the article, 


deluged with propaganda. 


‘make the 


Visual Education, Too, Is Defense,” 
in the enclosed issue of Filmo 
Visual Review. 

This article is our endeavor to 
authorities, and our pa- 
trons, cognizant of the difficulties in 


|producing and delivering the tools 


for defense which we manufacture. 

Filmo Visual Review is sent to 
25,000 audio-visual educators in this 
country. Our idea in printing this 
article is to show how we stand, ex- 
plain what we believe, and enlist 
the aid of those who are directly 
affected. 

R. H. UNSELD, 

Advertising Manager, Bell & 

Howell Co., Chicago. 

[Editor’s Note: Bell & Howell, in 
a two-fisted defense of steady pro- 


/ing,” 
|lication declares. 


duction of movie projectors 
schools as well as the Army, 


for 
calls 


them machine guns of culture and| 


says that the only thing which pre- 
vents the company from supplying 
hundreds of projectors already on 
order by schools for fall delivery is 
a denial of the relatively small 
amount of aluminum essential to 
the alloy die castings that serve as 
the framework for the projectors. 
“We have presented our 
the men in charge of materials pri- 
orities, and we have been given a 
respectful but unencouraging hear- 
the company’s quarterly pub- 


convinced that visual education, 
too, is defense. It is no answer, as 
has been suggested by certain pro- 


case to| 


“They are not yet! 


duction officials, to say that people 
have been educated without motion 
pictures in the past and therefore 
they can get along without them a 
little while longer—until after the 
war is won. It would be just as 
trite, and just as ineffectual, to say 
that since soldiers got by with 
pikes and sabres in other wars, 
| they can do without tanks and dive 
bombers in this one.” 

Bell & Howell isn’t asking for 
business as usual, it says, and is do- 
ing its regular military defense 
| work without question or stint. But 
}it calls upon visual instructionists 
‘to write Washington to support its 
claim—and to urge that materials 
needed to produce school projectors 
be released. | 


The whole history of Champion is 


a story of defense against shortages. 


Champion it was who pioneered the South for pulpwood, devised the 


method of making fine white pulp from southern pine, replanted timber- 


lands. and became independent of foreign sources. As 
farsighted policy, coupled with scientific research and 


Champion offers unusual values in a complete line of coated and uncoat- 


ed book, offset. 


ore ‘al 


cardboard, cover, envelope, postcard, mimeograph, bond. 


a result of this 


resources, 


MILLS AT HAMILTON, 


OHIO... 


. CANTON, N. C.. 


. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


District Sales Offices: 


NEW YORK 


and Tablet Writing . . 


+ CHICAGO - 


PHILADELPHIA - 


. Over 1,500,000 Pounds a Day 


CLEVELAND - BOSTON - 


ST. LOUIS + CINCINNATI + ATLANTA 
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Red Cross Shoe 
Finds Roto Paper 
Boon to Dealers 


Cincinnati, Dec. 3.—Retail dealers | 


handling the Red Cross shoes of the 
United States Shoe Corporation, 


particularly those with neighbor- | 


hood stores in such large cities as 
New York and Chicago, believe 
they have the answer to their pro- 
motion problem in a four-page roto- 
gravure tabloid style picture paper | 
which is distributed in their mar- | 
ket areas. The idea has been in 
successful use for five years. 


The tabloids are published twice | 


CALIFORNIA 
LIVESTOCK .. . the 
fastest growing branch 
of agriculture in State, 
| (U. &. D. A.—1939-40) 


Livestock farms are big opera- 
tions in California. Still compara- 
tively young, their needs are 
constant. 
We are proud that the Livestock 
Editors of PACIFIC RURAL 
PRESS — California’s oldest and 
largest farm paper — have been 
| chosen to select the foundation 
| animals for over 200 herds and to 
sponsor auction sales for all lead- 
ing State Breed Societies. 
This faith in their ~—] 
shows outstandingly, the influen 
- Se = —- RURAL PRESS 
se fi 


The Market with the Raim- 
bow Around Its Shoulder 


| 


a year to cover the two shoe sea- 
| sons, spring and summer and fall 
/and winter. They are bought in 
lots of 3,000,000 for each issue and 
| sold to the dealers at cost with each 
| dealer’s name imprinted. 

Most of the dealers use them as 
|a direct mail piece. Some place 
them on counters, some deliver 
them house to house, and others 
| distribute them at large gatherings. 
Editorial content and layout is pre- 
| pared by the company’s advertising 
— a Stockton, West, Burkhart, 

Inc., Cincinnati. 


‘Uses 458 Stations 


Simon and Schuster, New York | 
publisher, has increased its radio | 
campaign for its book, “Your In- 
come Tax,” to 458 radio stations, | 
| using five and 15 minute programs 
daily until Feb. 28. 


Starts llth Year on Air 


Gardner Nursery Company, Osage, 
| Ia., will start its eleventh radio year | 
| Dec. 15 with transcriptions on 150) 
stations, increasing to 300 next 
spring. 


Power Boost for KGA 


Station KGA, Spokane, Blue net- 
work outlet of National Broadcast- 
| ing Company, will boost its night 
power from 5,000 to 10,000 watts 
about Jan. 1. 


Advertising Must 
Talk in Terms of 
Public, Says Crain 


Tell of Jobs and Pay 
Envelopes, Not 'Amer-|s 
| ican Way of Life" 


Omaha, Dec. 2.—If advertising is 


the Advertising Club of Omaha to- 
day. 


|than the case for advertising,” 
| declared. 
evidence at the recent joint meet-| 
ing of the ANA and the Four A’s. 
A dramatization of the attacks on| 
advertising, presented in radio style, | 


to survive as a useful business tool) prise which has 
|its uses and advantages must be| 
| presented to the public in the pub-| the individual in terms of a better 
| lic’s own language and in terms of| job, greater security of employ- | 
its own interests, G. D. Crain, Jr.,| ment, 
publisher of ADVERTISING AGE, told | prices. 


was a terrific indictment of adver- | 
|tising and advertisers by econo- 
|mists, consumer groups, govern- 


| mental authorities and the man on 


with defense. 


market. 


been issued, and the | 


about. 
eare of the sick. 


this.” 


of hospitals 


New York 


If you are interested in this great market, 
ment Aid and Priorities Help Hospital Construction,” 
current issue of HOSPITAL MANAGEMENT. 
ing all developments affecting priorities and the construction and equipment 
a typical HOSPITAL MANAGEMENT editorial service. 
that is why we lead the entire hospital field in gains in paid circulation and 
advertising volume for 1941! 


HOSPITAL MANAGEMENT 


The Only 


330 W. 42nd St. 


Los Angeles 
1709 W. 8th St. 


THERE'S NO CONSTRUCTION 
LET-UP On the Hospital Fiold! 


Building and equipment advertisers have been watching the development 
of the national defense program with some questions in their minds as to how 
it might affect the sale of their products for purposes not directly connected 
They have been impressed with the fact that the national policy 
favors construction and equipment for national health, because the administra- 
tion recognizes the vital role which civilian health and morale must play in the 
successful defense of American interests. 


Thus not only are priority ratings being issued for hospital construction 
jobs, but the government is itself helping to finance hospital building in areas 
where additional facilities for public health service are needed. 
projects approved by the United States have been listed in HOSPITAL MAN. 
AGEMENT, and we shall be glad to supply complete details of these projects 
to advertisers who are qualified to serve this key construction and equipment 


In addition, OPM has officially declared that hospital needs must have 
preferred consideration by issuing an expanded list of products which carry 
the high rating of A-10, 


More than 25 classifications of 
ist is being expanded. 


As Milton H. Luce, administrator of the Health Supplies Section of the 
Office of Production Management says, 


“The hospitals 


We must give it all time to work, but there is no reason to believe 
that any institution will have to do without anything which is needed for the 
The desire is to take care of the hospitals and of public health 
in general, and we believe that what has been done will actually accomplish 


you will 
a 


We have 


{BC-ABP Publication in the 


Chicago 
100 E. Ohio St. 


68 Post S 


Terminal Sales Bldg. 
San Francisco 


Numerous 


products have already 


have nothing to worry 


want to read “Govern- 


leading feature of the 
led the field in report- 


Perhaps 


Field 


Portland 


t, 


| great 
| quently, 


| theoretical complaints 


the street, while the case for adver- 
| tising, as usual, was pretty much 
of a flag-waving proposition, in 
which the expansion of industry 
and the high standards of living of | 
| the American public were all cred- 
ited to advertising. Frankly, we 
can’t rest our case on any such | 


glittering generalities as these. | 
| 


Must Change Technique 


“We have got to start using the 
successful political technique of 
talking to people in their own lan- | 
guage and in terms of their own | 
interests. We want to fight for the} 
free competitive system of enter- 
made America 
great, but it must be translated to | 


better products and lower | 
Talking about the Ameri- | 
can way of life and the part adver- | 
tising plays in it doesn’t reach the 


“The case against advertising has| emotions of the man who wants 
been presented far more effectively | more money for his family, a chance 
he | for a brighter and happier future, 
“This was very much in| and security and opportunity for 


‘his family.” 

Since advertising can’t be con- 
sidered as a thing apart, Mr. Crain | 
said, any case made for advertising 
must also be a case for business. | 
Advertising men have been too 
emotional in answering attacks 
“which in many cases are either 
against our 
or reflect indi- 


economic system 


vidual irritation with particular ad- 


_ vertisements,” 


he said. 


Too Much “Defense” 


' 100 per cent true. 


“Any detailed defense of adver- 
tising, on the basis of particular 
advertisements, immediately _ in- 
volves us in technicalities of no 
interest to laymen, and keeps us 
constantly on the defensive, always 
explaining and apologizing for what 
is, after all, a minute part of the 
great volume of advertising which 
informs, stimulates and moves the 
American public. Conse- | 
there is every good reason | 
for changing our methods and poli- 
cies and getting down to earth in 
talking about business and adver- 


| tising as the servant of the people, | 
and how that service is rendered.” 


The familiar facts regarding the) 


| business operation and advertising’s | 


/part in maintaining free, 


competi- 
tive enterprise, must be brought 
home to every worker and con- 
sumer, Mr. Crain said. “But instead 
of thinking about this problem in 
terms of 130,000,000 people, let’s 


| break it down into small segments, 


| every 


which we can deal with easily and | 
effectively. Let Omaha_ business 
and advertising tell the story of 
what business and advertising mean 
to Omaha and Nebraska—and if 
other business community 
does likewise, it won't be long be- 
fore we have a national program 
and a change in national opinion 
,}and national policy. 


Gives Practical Program 


“First of all, every business man 


and especially every advertiser 
should know the consumer and 
work with consumer groups... 


Meet with women’s clubs, parent- 
teacher associations and other con- 
sumer organizations, and tell them 
how manufacturers and merchants 
are supplying more product infor- 


mation through new methods of 
labeling and through training re- 
tail salespeople. . . 

“Work with employes and em- 


ploye groups. Talk to the people 
who work for a living in factories, 
stores and offices, and explain to 
them that their jobs depend upon 
markets and sales. . . 

“Get to know those in the field 
of education and public opinion de- 
velopment. Find out what your 
teachers are saying to your chil- 
dren. Examine the textbooks and 
supplementary reading material 
which are used in your schools and 
colleges. . . 

“Get acquainted with your legis- 
lators — state and national. Make 
sure they understand the business 
viewpoint.” 


Job Can Be Done 


“I am an optimist about America 
and its future,” Mr. Crain con- 
cluded. “I believe that the people 


of this country are sane, 


intelligent 


NO CONNECTION 


Messhall Feld 5 Compony 


welcomes 


a new citizen of Chicage 


Fett 6 Company octane The Chevnge Sem 
6 rom mompapes — Whe any welh-ree temmeme — 


satel entree oe memes ot eoreee 


covet Maral Fett & Company behewm 


At npeenerd hee erenpeper 
—e Marshall Forkd & (cmmpany hee me mama! sanerent oo 
ee 


potest the erwnpager. end we share 


werviee te Chiwage. thot Marshall 
athy aed omy what her bewe to thee comm 
ws stem primary caterwet ad payne are to mere om 
ee ee 


od large ow melt 


To explain that it has no financial inter- 
est in the Field-backed Chicago Sun, 
Marshall Field & Co. took this full-page 
space in Chicago newspapers last week 
—including the Sun—to wish the new- 
comer well. Mr. Field, it points out, has 
never been active in management of the 
Field retail stores, though a shareholder 
and director. 


and forward-looking. They are en- 
titled to the facts about business 
and advertising. A lot of people 
have been giving them half-facts— 
and we should not be amazed that 
some of these biased and partisan 
statements have been accepted as 
But the solution 
is not to hold meetings of adver- 
tising men and condemn those who 
have attacked our business institu- 
tions, but to carry the message to 
Garcia by convincing every part of 
the public that business in America 
exists to serve, and that advertis- 
ing is the voice of service.” 


WMEC Appoints Barron 


Ralph Barron, publicity director 
for the Florida State Market Board, 
Jacksonville, has been appointed 
commercial manager of WMRC, 
Greenville, S. C. 


“Derrick” Appoints 

Oil City Derrick and Blizzard, Oil 
City, Pa., has appointed Story, 
Brooks & Finley as national repre- 
sentative, effective Jan. 1. 


Watch Us 
Ring the Bell 
on Page 25 
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Problems of 
Food Processors 

An inkling of some of the prob- 
lems which confront food process- 
ors because of the war is contained 
in an editorial in the December | 
Food Industries in which the editor 
points out to his readers the neces- 
sity to plan ahead. For instance, 
he says, suppose that the Axis 
powers should occupy all of North- 
ern Africa and that no cork would 
come to the United States. Cork 
liners for bottle closures, cork insu- 
lation, and all civil uses of cork 
would be absolutely cut off. Then 
suppose that a substitute for cork 
liners should be available, right 
about now, but that it could not be} 
produced in adequate amounts for | 
a long time to come without grant- 
ing priorities for the new process- 
ing equipment which might require 
steel, brass, stainless steel, and cast 
iron, all of which are vitally needed 
in the armament program. 

A similar problem would be in- 
volved, should Japan succeed in the 
conquest of the Malay States and 
most of Dutch East Indies, in regard 
to rubber and tin. Thus the need | 
for immediate action in long range 
planning. Such planning, the edi- 
tor points out, calls for cooperation | 
between OPM, equipment and sup- 
ply manufacturer, and the food 
processor as well, if the new prac- 
tices which might be developed are 
to be adopted in time to prevent 
disaster. Therefore a central food 
planning committee is urged as 
part of the defense program. 


from farm market- 
government payments in| 
October, totaling 1,496 million dol- 
lars, was 33 per cent higher than 
the 1,126 million dollars received in 
October, 1940, and was up slightly 
more than seasonally from the 1,326 
million dollars estimated for Sep- 
tember, “The Farm Income Situa- 
tion” bulletin issued by the Bureau 
of Agricultural Economics for No- 
vember reports. Income from all 
groups of farm products continues | 
substantially higher than a_ year 
ago, with returns from wheat, soy- 
beans, and truck crops recording 
the greatest improvement. 


Cash income 
ings and 


While small business in the 
United States is crying for its life, | 
Nation’s Business for December | 
says there are 1,500 more smal] fac- | 
tories in Canada today than when | 
the war started. There is no unem- | 
ployment problem in Canada; there 
is no priority trouble in Canada; 
there is no conscription in Canada | 

—and Can ida | is at war! 


On the a of OPA Director | 
Leon Henderson’s announcement of 
the suspension of price ceilings on | 
furniture, Percy Wilson, managing | 
director of the huge Merchandise | 


MULTIPLE IMPRESSIONS: 


ON MASSES OF PEOPLE! 
35,021,292 


persons see Whaley Taxi- 
posters each week—on 3578 
cabs in 43 cities! That's 
mass circulation! For de- 
tails, write Wm. E. Whaley 
Co.. ee Building, 


Louisville, Ky. 
WHALEY 
» OSTERS 


eur. dl. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


| verted to near-normalcy, 


| year 
| months, 


| good. While 


Mart in Chicago, revealed that 
October home furnishings sales re- 
indicating 
the easing off of speculative and 
protective buying. After maintain- 
ing a 40 to 45 per cent gain over 
ago figures during recent 
October sales dipped to a 
level 29.4 per cent over the same 
period a year ago and 8.6 per cent 
ahead of September. 

oe ae oe 


An incipient construction boom 
stimulated in recent months by vast 
defense federal expenditures has 
been effectively hobbled, basically 
by shortages of critical materials, 
but more directly by recent actions 
of the Supply Priorities and Alloca- 
tions Board, F. W. Dodge Corpora- 
tion points out in its report on the 
construction outlook for 1942. De- 
spite this, however, the prospect for 
a relatively large dollar volume of 
construction in 1942 is exceedingly 
nondefense construc- 
tion will be pared to a minimum, 
defense construction in many 


classifications is 
crease. 


expected to in- 


BS cd 


The impact of the national de- 
fense program pushed industrial air 
conditioning production in 1941 to 
unprecedented levels, 76 per cent 
higher than in 1940 and 592 per 
cent of 1934 installations, according 
to the annual air conditioning sur- 
vey by Carrier Corporation. As the 
year draws to a close, officials of 
the company estimate that more 
than half of their production is 
going into national defense either 
directly in equipment for the gov- 
ernment or indirectly in essential 
air conditioning and refrigeration 
equipment for other defense indus- 
tries. Comfort air conditioning 
also reached a peak in 1941. 

* ok 

A new process for 
aviation gasoline by conversion of 
ordinary naphthas into an _ im- 
proved product for blending with 
synthetics to make the 100 octane 
fuel has been developed by the 
Standard Oil Company of Indiana. 
The process is called naphtha iso- 
merization by technologists, but 
will probably be known popularly 
as the “Isomate”’ process. 

A recent issue of Oil & Gas Jour- 
nal commented that the increased 
production of aviation gas as part 


production of 


of the defense program was of some 
concern to the petroleum industry 
as a whole, which sees the possi- 
bility of premature development of 
automobile engines requiring the 
higher octane gas before all units 
of the refining industry are in posi- 
tion to supply it competitively. 
* os BS 

Among the 80,000 employes in 
the Chrysler Corporation, who 
must be considered in the switch- 
over to defense production, are 1,000 
in advertising and sales promotion, 
according to K. T. Keller, president, 
quoted in “The Iron Age” for 
Nov. 13. 


Detroit Adcratt 
Club to Hear Garrett 


Paul Garrett, vice-president of 
General Motors and director of the 
Advertising Federation of America, 
will be the principal speaker at the 
36th annual dinner of the Adcraft 
Club of Detroit to be held Dec. 15 | 
at Hotel Statler. L. G. Peed, De 
Soto’s vice-president in charge of 
sales, will introduce Mr. Garrett. | 
Charles Behymer is general chair- | 
man of the dinner. 


Toland Joins “Mirror” 

John M. Toland, formerly on the 
Chicago sales staff of Collier's, has 
joined the Chicago office of the New 
York Mirror. 


Compton Names Dexter 


Ed Dexter, formerly in the copy 
department of Young & Rubicam, 
New York, has joined Compton Ad- 
vertising, New York, as copy sup- 
ervisor. 


Names A. B. Conklin, Jr. 


Alonzo B. Conklin, Jr., has been 
appointed district manager in the 
Eastern territory for Electrical Con- 
tracting, New York. He will con- 
tinue as district manager in the 
same area for Wholesaler’s Sales- 
man, New York. 


CBS Adds Carney 


John M. Carney has joined the 
program service department of Co- 
lumbia Broadcasting System, New 
York. He was formerly account ex- 
ecutive at station WINS, New 
York. 


Cassar wads a 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 


He would have thrilled at today's 
better offset produced by Rote-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.85S7 + HEM.22I1. 


“SMOOTH AS STILL WATER” 


Lovelcoal 


PRINTING PAPERS 


Give all the beauty of costly printing papers ... at the price of ordinary paper! 


ALMosT overnight, Serefcoad™ printing papers won 
coast-to-coast popularity! No mystery is the ready accep- 


tance of Levedcoad printing papers: they bring a com- 


bination of qualities never before found in any other 


Manufactured 


papers. 


by new and exclusive processes, 


Levelcoat’s uniformly smooth-coated surfaces inject snap 


and contrast into halftones.. 


colors come to life. 


Most remarkable of all is the 
fact that Levelcoal papers combine 
all the beauty of costly papers at the 
price of ordinary paper! Hundreds of 
buyers of printed pieces who had 
been paying premium prices for 
finer printing results are now mak- 
ing worthwhile savings, 


sacrificing quality, by 
Levelcoat papers. 


.. give type a 
sharp, clearly-defined appearance. 


.make 


without 


specifying 


Trufect’ 
Lovelecal Paper 


Made super-smooth by new, exclusive coating 
processes. For high-quality printing. 


Hianfoer’ 


Companion to Trufect at lower cost. For use 
where quality remains a factor, but less 
exacting printing results demanded. 


Multifect’ 


If a small printing budget has limited you to run-of-mine- 
appearing catalogs, circulars and brochures, you can now 
step up to Seredcoa’ quatity paper at little, if any, extra 


cost—and have more “selling punch” 


advertising. 


Seeing is believing... Ask your 


in your printed 


printer of paper mer- 


chant for Sevedcoad samples. Or 


Levelcoatl Paper 
Where economy counts in volume 
this grade does a splendid job. 


"TRADE MARK 


for proofs of fine printed results, 
write direct to Kimberly-Clark. 
You'll agree, these new-type papers 
do most for the money! They are 
available through your paper mer- 
chant. If you prefer, inquire direct. 


KIMBERLY-CLARK CORP. 
NEENAH, WISCONSIN 
Established 1872 
NEW YORK: 
CHICAGO: 
LOS ANGELES: 510 West 6th Street 


122 East 42nd Street 
8 South Michigan Ave. 
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OPM Suspends Foil 
Order for 30 Days 


The Office of Production Man- 
agement has suspended the lead 


and tinfoil order issued Nov. 24 for | 


a 30-day period. During the period 
of suspension, an investigation will 


be made to uncover all facts upon | 
This 


which the order was based. 
study will determine whether the 


order should be revoked, modified | 


or put into effect unchanged. 

The order would have 
immediate restrictions on the use 
of lead and tin in making foil, 
would have prohibited the manu- 
facture and sale of lead and tinfoil 
after Jan. 15 and its use after March 
15. Reynolds Metals Company 
issued a strong protest against the 
order. 


Holds Christmas Party 

The annual Trade Dinner and 
Christmas Party of the St. Louis 
Association of Manufacturers’ Rep- 
resentatives will be held Saturday, 
Dec. 13, in Hotel Jefferson, pre- 
ceded by a cocktail party on the 
mezzanine floor. Wholesale grocers 
of the St. Louis trade area are 
invited as guests. J. Soulard John- 
son, KMOX, is chairman of the 
Christmas party and Thomas O. 
Tarrant, Schlesinger-Tarrant Bro- 
kerage Company, is president of 
the association. 


Names Van De Mark 

Blair Laboratories division of 
Morton Mfg. Corporation, Lynch- 
burg, Va., has named Van De Mark 
Advertising, Cincinnati, to direct 
its advertising. Magazines, news- 
papers and test radio will be used. 


Names Metropolitan 

Harry L. Osias, New York apart- 
ment house manager, has named 
Metropolitan Advertising Company, 
New York, to direct advertising. 


McCall Adds West 


Donald West, formerly executive 
vice-president of the American In- 
stitute of Food Distribution, New 
York, has joined the research staff 
of McCall Corporation, New York. 


KFBI Boosts Three 


Bob Kent has been named local 
sales manager; Ralph Varnum has 
been named merchandise manager; 
and Leo Howard has been named 


placed | 


| KING FEATURES SYNDICATE ANNOUNCES NEWSPAPER WEEK AWARDS 


| 
| 


| Things We Might Think); 
C ( About ina Bomb Shelter x 


MATIONAL MEWSPAPER weEx 
<ereete + ocreeee« 
- ee 


The WAUKEGAN POST 
—aa 


oN other blessing fA modern \ite duplicates the service offered by your Newspaper 


Picayune. 
sonal services. 


for layout and artwork, of the Minneapolis Tribune. 


Sca\|“Get Tue Picture” 
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THE ROANOKE THES AND THE ROANOKE WORLD-NEWS 


These are the winners among entries submitted by more than 200 newspapers in 34 states for the best editorials and ad- 
vertisements on the industry published during the recent National Newspaper Week. 
function of a newspaper as a whole went to the full-page (top left) submitted by A. H. Talbot, Jr., New Orleans Times- 
An editorial (top, center) by Ernest L. Pratt, of the Post, Waukegan, Ill., won first prize for newspapers’ per- 
The newspaper comics award (top, right) went jointly to Glenn Gladfelder, for the copy, and Bob Smith, 
A full -page (bottom, left) submitted by Douglas V. Martin, Jr., pro- 
motion manager, St. Louis Globe-Democrat, on the importance of wire services won a top award. The Republican, Potts- 
ville, Pa., won a special award for a series of editions employing such guest editors as a carrier boy, preacher and busi- 
nessman; and (at bottom, right) a quarter-page submitted by Charles H. Carson, advertising manager, Roanoke Times and 
World-News, on the value of news pictures was adjudged the finest in its classification. 


First prize for the best entry on the 


promotion manager of KFBI, 
Wichita. All had been previously 
connected with the station. 


Now you can buy... 


Kansas City 


Now, for the first time, there is a 


Blue Network station right 


the golden Kansas City market! 


And that station is KCMO 


KCM? "4 


% 


in the heart of 


the fastest- 


growing station within the broad, rich 


Best 


market area it serves. 


of all, the 


blue network brings no increase whatever in 


KCMO’s economical rates. 


And the special 


KCMO merchandising service is at your service 


a plus in value that assures plus results. 


$000 
WATTS 


JACK STEWART 
GENERAL MANAGER 


\V 


Represented by: John E. Pearson 


NBC Blue Network Affiliate 


1480 OW 
YOUR DIAL 


National Admen’s 
Bowling Tourney 
Set for February 


Chicago, Dec. 4.—The first na- 
tional advertising men’s bowling 
tournament will be held in Chicago 
Feb. 14-15, under the sponsorship 
of the Chicago Federated Advertis- 
ing Club and the Chicago Herald- 
American, it was revealed today. 
The tournament is restricted to 
advertising and sales executives, 
media and agency men, and mem- 
bers of advertising clubs. 

Entries are being accepted in sin- 
gles, doubles, five-man and all 
events classifications, and the entire 
tournament will be run on a handi- 
cap basis. Requests for applica- 
tions have already been received 
from Milwaukee, Detroit and Peoria 
advertising circles. 

Requests for applications should 
be addressed to Jack Holmes, Lord 
& Thomas, 919 N. Michigan avenue, 
Chicago, who is chairman of the 
committee in charge. Other mem- 
bers of the committee are Jack 
Willem, Stack-Goble Advertising 
Agency; Arthur H. Frisch, Apver- 
TISING AcE; C. S. Petersen, E. H. 
Brown Advertising Agency; and 
Dave Zipprodt, Zipprodt, Inc. 


Insurance Admen Meet 


The executive committee of the 
Life Insurance Advertisers Associa- 
tion will meet Thursday, Dec. 11, 
at the Waldorf-Astoria, New York. 
The meeting follows the Institute 
of Life Insurance convention on 
Dec. 10. A. Scott Anderson, Equi- 
table Life Insurance Company of 
Iowa, is president of the associa- 
tion. 


Launches New Products 


LaChoy Food Products, Detroit, 
is currently promoting its new car- 
tons of Chinese dinner with meat 
and Chinese meatless dinner. The 
new products are merchandised in 
cartons, each carton containing a 
can of prepared chop suey, a can 
of chow mein noodles, and a vial 
of soy sauce. 


4 A’s Meets in New York; 
Council Meets in Chicago 


The 1941 Eastern convention of 
the American Association of Ad- 
vertising Agencies will be held 
Tuesday, Dec. 9, at the Waldorf- 
Astoria, New York. Wartime econ- 
omy will be the theme of the meet- 
ing. 

The 1941 Central Council con- 
vention of the Four A’s will be held 
Thursday, Dec. 11, at the Lake 
Shore Athletic Club, Chicago. The 
theme of the council meeting is also 
advertising and war economy. 


Boone Joins WCKY 


Arnold C. Boone, for 11 years 
with the sales department of KWK, 
St. Louis, has joined the sales staff 
of WCKY, Cincinnati. 


Joins Register System 

The Messenger, Des Moines, has 
joined the Register system of Cath- 
olic weeklies. C. D. Bertolet & Co., 
Chicago, is representative. 


LINOTYPE, MONOTYPE, FOUNDRY 
TYPEFACES SKILLFULLY BLENDED INTO 


ae 


Little Promotes 
Dressing Mix 
in 24 Markets 


Chicago, Dec. 4. — Promotion 
timed to coincide with holiday 
feasting has been started by Little 
& Co. for its Dressing Mix. The 
company is now using small space 
newspaper advertisements in 24 
markets, coupled with a premium 
offer attached to a recipe book out- 
sert on the bottom of the package. 

The campaign began in the mid- 
dle of October, aimed at the 
Thanksgiving turkey dinner, and is 
being continued through Jan. 1. 
The new dressing mix has for its 
largest selling point the fact that it 
is complete. The only other ingre- 
dient required to fashion a dress- 
ing for the festive bird is a loaf 
of bread. 

The company is offering a kitchen 
towel for a dime and the coupon 
from the recipe book outsert, and 
the towel is part of a series, offer- 
ing the company a chance to get 
repeat requests. 

As the company’s merchandising 
plans are now laid out, the holiday 
advertising campaign will continue 
through the first of the year, then 
plans will be made for the Lenten 
period and for the summer picnic 
season, those being the three peak 
periods of sales. Gourfain-Cobb 
Advertising Agency directs the 
account. 


Holds Color Exposition 


The Association for Color Re- 
search, Chicago, is sponsoring a 
Chicago color exposition at the Art 
Center, 820 N. Michigan avenue, 
Dec. 4-Jan. 3. Admission to the 
exhibit is free, and the exposition 
includes samples of methods of 
measurement, lithograph and let- 
terpress color printing, color pho- 
tography and educational and mer- 
chandising techniques. 


Did You say We EHS! 
A MILLION } 0% ae oH 
BUCKS ? rey KTS 


NO, ISAIDA 


BILLION 


Bucks / 


(s000 Watts 

Ser NBC 

=" WMC. 
Night NETWORK 
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THE Billion Dollar mkt 
oo 
Represented Nationally by The Branham Co. 
OWNED AND OPERATED BY 


THE COMMERCIAL APPEAL 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WMC—MEMPHIS WJDX—JACKSON, MISS. 
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Wohl Shoe Enters 


loth Year with = 
Enlarged Campaign 


St. Louis, Dec. 3.—One of the 
merchandising practices firmly 
planted in the Wohl Shoe Company | 
in this, its 25th year, is a depen-| 
dence on national advertising to} 
secure efficient distribution. That’s 
why, perhaps, the company is able 
at this time to announce an ex- 
panded 1942 advertising program 
which will run in excess of $600,000 
simultaneously with the use of a| 
trade press promotion program ob- 
serving the quarter century of the 
company’s history. | 

“Wohl Shoe Company, for one, | 
has definitely decided that now is| 
no time to curtail advertising, but | 
instead, feels that it is just as im- 
portant now as it has been in any 
year gone by,” says J. B. Johans, | 
advertising and publicity director. 

Wohl’s four lines of women’s | 
shoes—Paris Fashion, Connie, Nat- | 
ural Poise and Jacqueline—will be | 
promoted in 24 women’s magazines | 
in 1942 besides employing news- | 
paper and radio schedules. Wo-| 
men’s magazines scheduled include: | 
Click, Cosmopolitan, Fawcett Wo- | 
men’s Group, Glamour, Good 
Housekeeping, Harper’s’ Bazaar, 
Ladies’ Home Journal, Macfadden | 
Women’s Group, Mademoiselle, Mc- | 
Call’s, Movie Radio Guide, Screen) 
Guide, Stardom, Vogue, Woman's 
Home Companion and Your Charm. 


Used 32 Pages 


The 25th anniversary celebration | 
involved a 32-page section in the 
Nov. 15 Boot and Shoe Recorder, a\ 
full-page in the Nov. 14 Women’s. 
Wear Daily and a page in Retailers 
Market News. Three thousand re- | 
prints of the 32-page section were | 
mailed to wholesale dealers and | 
complete issues of the magazine to 
heads of department stores in| 
which the company leases shoe de- 
partments. 

The anniversary will be kept 
alive during the coming months by 
means of direct mail pieces. About 
the third week in December dealer 
accounts will receive a 24-page 
cloth bound book, 11 by 14 inches, 
in which will be dramatized the 
“pageant of progress in shoe styling 
during the 25-year period.” 


Moves Headquarters 
Pennsylvania - Central Airlines, 

whose headquarters were formerly 

at Allegheny County Airport, Pitts- 

burgh, will move to National Air- 

ot Washington, D. C., early in 
42. 


Adds Two Accounts 


Kempsmith Machine Company, 
Milwaukee, milling machine maker, 
and Pack-Rite Machine Corpora- 
tion, Milwaukee, packaging ma- 
chinery, have named Paulson-Ger- 
lach and Associates, Milwaukee, to 
direct their advertising. 


SEE 


TOMORROW 


The Magazine of the Future 


January Issue 


OUT 


Mallott Quits “Journal”; 
C. E. Morrill Named 


Harvey Mallott, for the past four 
years advertising manager of the 
Kansas City Journal, has resigned 
to become president and general 
manager of United Newspapers, 153 
N. Michigan avenue, Chicago, a 
group selling venture. 

C. E. Morrill, retail advertising 
manager of the Journal, has been 
named advertising manager of the 
paper. 


Joins Oscar Mayer 

William <A. Wolfersheim, for- 
merly sales manager of Illinois 
Food Products Company, Chicago, 
has been named special representa- 
tive by Oscar Mayer & Co., Madi- 
son, Wis., to work with the intro- 
duction of a new vacuum-sealed 
weiner. 


| 


| 


Sioux City Papers 
Are Merged in 
New Company 


Sioux City, Ia., Dec. 3.— The 
Sioux City Journal and the Sioux 
City Tribune have combined pub- 
lishing operations and the new com- 
pany is to be known as the Journal- 
Tribune Publishing Company. Both 
newspapers will be published in the 
Journal plant. 

The Journal will continue to be 
published in its present form, while 
the evening paper will carry the 
new combined heading of The 
Sioux City Tribune and the Sioux 
City Journal. The Journal has up 
to now issued an evening edition. 
The Sunday edition of the Journal 


will continue to be published. 
Mechanical, circulation and busi- 
ness departments of the two news- | 


papers have been merged, but 
separate editorial staffs will be 
maintained, and each paper will 


carry its own editorial pages. 

Officers of the new company are 
W. H. Sammons, president; Will R. 
Perkins, vice-president and treas- 
urer; John C. Kelly, vice-president; | 
Clara B. Sammons, vice - president; | 
and Eugene F. Kelly, secretary. Mr. 
Sammons and Mr. Perkins were | 
president and vice-president of Per- 
kins Bros. Company, long-time pub- | 
lisher of the Journal. 


Changes Agency Name 

Cahn, Miller & Nyburg, Balti- 
more agency, has changed its name 
to Cahn-Miller, Inc. 


| 
| 


Williams to “Sun” 

C. T. Williams, formerly space 
buyer with Fuller & Smith & Ross, 
New York, has joined the Chicago 
Sun’s promotion department and 


will head the department's research 
activities. 


Gets Foam Account 


National Foam System, Phila- 
delphia, has appointed Oswald Ad- 
vertising Agency, Philadelphia, to 
direct its advertising. W. D. Lind- 
sey is account executive. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 


DECEMBER [5 


ON ALL 
NEWSSTANDS | 


25 cents | 


idvertising rates and sample 
copy on request. 


Creative Age Press, Inc. | 
1! East 44th Street 
New York, N. Y. 


aes Be pe BE ET BD » « 


aes 
i ll ict 


KNX’s power to build sales in Southern California has proved it- 


self to F.E. McClaren, General Sales Manager of Seaside Oil Company. 


“KNX proved itself on our books,” he said, “when we saw the 


sales curve going up. And our show—Spelling Beeliner—continues 


to keep it up.” 


Like other sales executives in the West's 


richest market, Mr. McClaren’s front-line 


experience in the battle for volume has 


proved to him that the quickest, surest 


way to influence brand preference is to 


use the one radio station tuned in by 


most Southern Californians. 


COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA 


Owned and operated by the Colum- 

bia Broadcasting System e Repre- i 
sented by RADIO SALES with ‘3 
offices in New York, Chicago, St. | 


Louis, Charlotte, and San Francisco 
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Tells British 
How to Slant 
U. S. Advertising 


London, Nov. 27.—British adver- | 
tisers were urged by Harcourt | 
Johnstone, secretary of the Depart- | 
ment of Overseas Trade today, to | 
use caution in promotion in the 
United States lest Americans get 
the impression that 
more interested in selling than in 
winning the war. 

“Indiscriminate pushing of wares 
not of the first necessity or goods 
containing scarce materials not 
needed for war purposes or mate- 
rials we are getting through lend- 
lease, naturally provokes criticism 
in the United States and elsewhere 
and raises doubts of our thorough- 
ness and concentration on the war,” 
he said. 

“The objective of advertising 
must be the maintenance of our 
prestige and the keeping of our 
export lines well in the memory of 
our overseas customers against the 
return of peace,’ he said, adding, 
“We have had to ask that news- 
papers and periodicals circulating 
abroad carrying trade advertising 
matter should insert along with it 
the warning that goods advertised 
must not be assumed necessarily 
available for export.” 

“The grant to us by the United 
States of lend-lease assistance laid 
on us the duty to see that the sup- 
plies we thus receive are not mis- 
used,” he said. 


Singer Joins Parrish 


Sam Singer, for the past seven 
years an account executive with 
Grey Advertising Agency, New 


York, has rejoined Amos Parrish & 
Co., New York. 


Joins Deutsch & Shea 


Leonard Jossel, formerly 
art department of J. J. 
Company, New York, has_ been 
appointed art director of Deutsch 
& Shea Advertising Agency, New 
York 


in the 
Auerbach 


England is | 


EYE’ CATCHERS 


FREE PROOFS! 


Here's Why the 


Use EYE* CATCHERS 


it brings over 100 new, usable photo ideas 
every 1) days 
its pictures are spirited and lively 
teatures national ulvertising's best 
models 
it presents unique and original situations 
to dramatize any selling story 
it fits into every job | 
high class photography is made available | 
at ridiculously low cost | 
every icture “‘sells’’ something | 
they can use photos liberally—they cost 
so littl | 
it provick ready-to-use promotion stunts 
found nowhere else 
it ives real money-—only 85 monthly 
mats or Glossy Print Plan | 
it stimulates one to do a more resultful | 
job Glossy prints up to 8x10, also | 
cov ind blow-ups | 
outstanding advertisers and agencies fron 
Bombay,  Indiz LL. & Roise, Idaho, from | 
Quebec t (ar as, Venezuela, subscribe to 
EYE*CATCHERS sells itself by mail! | 
IT’S GOT TO BE GooD?!:! 
Write for FREE book of interesting proofs | 
no obligations . 
EVE*CATCHERS, Inc. new vorn 
, INC. new vorK 


Getting Personal 


Jack Maurer, sales rep, WHK, Cleveland, has a new daughter. . . 
Miles Kimball, head of his own direct mail advertising business in 
Oshkosh, has been elected prexy of the Chamber of Commerce. . . 
John Shelton, Chicago sales office, WOR, married Alida Van Delden 


Nov. 15. 
organization to a record week 
of selling defense bonds and 
stamps with $17,754 clocked on 
the cash register when _ the 
SLWAC took its turn at the job 
in St. Louis. . . 

Maury Gaffney, Magazine 
Marketing Service, has just got- 
ten around to his’ vacation. 
When last seen he was on a 
steamer outward bound for the 
West Indies. . . John R. Overall, 
of Mutual’s Eastern sales staff, 
is honeymooning with the for- 
mer Florence Kimbrough, of 
Muncie, Ind. Their trip will 
take them through the South, 
California and Honolulu. . . 

The Canadian air force is the 
richer by two former J-W-T 
apprentices, Douglas Berry and 
Robert Haig, now on active duty. 
; Colby M. Chester, General 
Foods chairman, announces a 
new grandson, Colby Mitchell 
Chester, 4th, the son of Colby M. 


Chester, 3rd, of Cos Cob, 
CE. 42 

S. Heagan Bayles, v.p. of 
Ruthrauff & Ryan, has bought 


a home, erected to his order, in 
Flower Hill Estates at Flower 
Hill, Long Island. . . Joshua B. 


. Edna Emme, pres., St. Louis Women’s Ad Club, led her 


THAT'S MAC, ALL RIGHT 


A CIVILIAN -— (COMMANDE 


y MAC PUBLIC 
McKEE! RELATIONS 
WHY, YOU WERE (OFFICER NOW, 
IN ADVERTISING — 


R. C. (Mac) McKee, asst. ad mgr., 
Standard Oil Co. of Indiana, on leave 
of absence as a public relations officer 
in the U. S. Navy, is now appearing in 
the "Don Winslow’ newspaper strip of 
Frank V. Martinek, creator of the strip 
and also asst. v. p. of S. O. of Ind., for- 
mer lieut. comdr. in the Naval Reserve. 


Powers, newspaper rep, has also acquired a new home. . . 


Cc. C. Younggreen, Reincke, 


Ellis, 


Younggreen & Finn, Chicago 


agency, is expected back at his desk this week after a three-week so- 
journ at St. Luke’s Hospital for check-up purposes. . . 

Some of the wear and tear on the switchboard at Bruce Richards 
Corp., New York direct mail concern, has been alleviated since Lloyd 
G. Weissenbach, v.p., changed his last name to Whitebrook, a circum- 


stance cleverly revealed in a small mailing piece. . 


. Stanley Withe, Jr., 


of suburban Burlington, Conn., who was maintaining his insurance 
contacts by means of a four-page folder while in the army (ADvVERTIS- 


ING AGE, Nov. 17) won’t have to continue his unique publication. 
eyesight failed to meet Army requirements. 


His 
His father is Stanley F. 


Withe, a.m., Aetna Casualty & Surety Co., Hartford. . . 

Jack Lowe, acct. exec., WOR, is mighty proud of that baby girl 
born Nov. 18, his first child. . . Caroline Cabot, shopping expert for 
WEEI, Boston, celebrated her 15th anniversary of broadcasting Nov. 
25... Mrs. Stanley Resor, wife of the pres. of J. Walter Thompson Co., 


is chummy with the wife of another pres., Mrs. FDR. 


Mrs. Resor 


traveled to Washington to give Mrs. Roosevelt and her staff some 


advice on civilian defense. 
Lady and “My Day” mention. . . 


Her reward was 


lunch with the First 


Bill Greene, of the Bureau of Advertising, ANPA, is honeymooning 
with his bride, the former Anne D. Holt, of Great Neck, L. I. 
J. A. Morton, s.m. for KIRO, Seattle, didn’t forget the candy and 
cigars when his new son, Joseph, weighed in at five pounds Novy. 13... 
With a serial accepted by The Saturday Evening Post and two 
novels scheduled for early publication, Darwin L. Teilheit is winding 


NOMINEE FOR "YEAR'S WORST PUBLICITY PICTURE" 


wey or ee 42s Path ot « 7 | laren: { | 


Sam H. Bennett, director of sales for KMBC, Kansas City, insists he is only the 


"foster mother’ 


of this rosy-cheeked infant in this picture, taken while Mr. Ben- 
nett was recuperating from a severe siege of flu. 


"| just opened the window 


one night," the patient swears, ‘and in flew Enza.’ 


up his career as an advertising man to begin a new one as a writer. 


In 1932, 


as a copywriter for N. W. Ayer & Son, he wrote the first 
ad for Dole pineapple juice to appear in national magazines 


and in 


1937 was engaged by Hawaiian Pineapple to undertake research in 
connection with Dole advertising. . . 
C. G. Coburn, of J-W-T’s publicity department, is due back from 


a vacation tour of the south. 


.. On a recent deer hunt on the property 


of the Fall River Paper Company, Herb Peck, a.e. of Hazard Adver- 
tising, and Jack Stevenson, of Business Week's sales staff, bagged a 


buck. . . 


Donald W. Thornburgh, CBS Pacific Coast v.p., gave an address 
at an open air banquet celebrating the fifth anniversary of Burridge 


Butler’s KOY, CBS affiliate in Phoenix. 


. . Hal Rorke, new asst. pub- 


licity dir. of CBS, New York, has a new traveling bag and brief case, 
the gift of colleagues at CBS’s Hollywood headquarters where he was 


publicity dir. . . 


Ira Mosher, v.p. and genl. mgr., 


American Optical Co., Southbridge, 


Mass., has been elected pres. of Associated Industries of Massachu- 


setts. . 


. Jim Conway, former WOWO farm program director, Fort 


Wayne, has taken a post with the U. S. Dept. of Agriculture at 


Indianapolis. . . 


Confainer's ‘Arty’ 
Ads Prove to Be 
Real Stoppers 


Paperboard Company Is 


First to Campaign in 


General Magazines 


New York, Dec. 2.—Copywriters | 


who work on the Container Cor- 


| poration of America account once 


enjoyed the latitude of 17 words 
per ad, but now must confine their 


verbal output to 14 by edict of 
President Walter Paul Paepcke, 
Fortune reveals in its December 
| issue. 


Mr. Paepcke’s insistence on brev- 
ity stems from his belief that “no- 
body will read 200 words on Con- 
tainer, because they know exactly 
what you’re going to say,” 
magazine reports. “You'll say we 
make the best boxes there are, the 
most beautiful, the most serviceable 
—everybody does, and nobody reads 
it because they know you're going 


| to say all that beforehand.” 


In tracing the background and 
growth of Container Corporation, 
Fortune stresses Mr. Paepcke’s in- 
auguration of an advertising cam- 
paign in general magazines—‘‘some- 
thing unheard of in the paperboard 


industry”—as one of the important | 


factors in the company’s rise. As 
soon as the decision was made in 
1935 to step out of the functional 
realm into a new packaging won- 
derland, Mr. Paepcke brought in 
Egbert Jacobson, who had been art 
director of Lord & Thomas, N. W. 
Ayer & Son and J. Walter Thomp- 
son Company, to set up “‘a small but 
brilliant art department.” 


Bank Checks to Trucks 


Mr. Jacobson was set to work 


| lifting Container’s “face and decor,” 


'and no middle ground.” 


redesigning everything from bank 
checks to shipping forms, stationery, 
trucks, factory signs, annual re- 


ports. Everything took on a “clean, 
stripped look, and a brown-and- 
tan color motif, reflecting the 
brown paper that is Container’s 


basic product.” 

For its initial advertising splurge 
Container commissioned Cassandre, 
one of the greatest of modern 
French poster artists, to do a series 
of ads at $500 each. Cassandre hap- 
pened to be in this country on a 
visit, and he was suggested by N. W. 
Ayer, the agency in charge. Fol- 
lowing Cassandre, “at somewhat 
more modest fees,’ Container used 
an international list of big poster 
artists, including such names as 
Toni Zepf, Gyorgy Kepes, Herbert 
Bayer, Herbert Matter and Fernand 


| Leger. 


As a result of its unorthodox 
technique, Fortune observes, Con- 
tainer “advertisements are either 
violently liked or violently disliked, 
In earlier 
the directors, 


days of campaign, 


| friends and business acquaintances 
| would 


Mr. 
the 


stop 
him “what 
meant.” 


“It Stopped You” 


Admitting that he didn’t under- 
stand it, Mr. Paepcke’s invariable 
reply was: “But it stopped you, you 
remembered it—that’s all I 
Most of this furor 
died down now, “for there is a core 
of sound reason in most of the 
weird designs, and they have done 
as much as anything to give Con- 
tainer a character before the pub- 
lic.” 

The magazine article refers to the 


ask 
last ad 


Paepcke and 
hell the 


ask.” 


is said to have 


the | 


14 WORDS 


j 


| 
| 
| 
| 
| 
| 


CONTAINER CORPORATION OF AMERICA 


That's the limit on copywriters, Con- 

tainer Corp. of America has decided, 

in order to be certain the ads are read. 

This full page appears in Fortune for 
December. 


$600,000 newspaper and radio ;d- 
vertising campaign sponsored by 
the paperboard industry in an effort 
to step up supplies of waste paper 
badly needed for defense. Despite 
its willingness to cooperate with the 
government, as evidenced by this 
expenditure, the industry is said to 
believe that while the educational 
effort may be productive, the rea] 
incentive for saving waste is a bet- 
ter price for the housewife and the 
junkman. 

Container Corporation’s volume 
this year is estimated at $45,000,000, 
with production for defense repre- 
senting about 30 per cent of the 
total. 


“Industrial Equipment” 
Launches Ad Check Chart 


Industrial Equipment News, New 
York, has issued a new data sheet 
known as Check-Chart for Adver- 
| tising Analysis, which provides 
simple method of analyzing indi- 
vidual advertisements. 

The business’ paper 
nounced that, effective 


has an- 
with _ its 


be the 7th of the preceding mont! 
| for proofs to be corrected, and the 
15th will be the final closing date 
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It’s no accident 


when it happens 


8 times in succession 


This is a device for testing strength. 


If you are strong enough, you can ring the bell at 
the top when you swing the hammer. 


Sometimes a comparatively weak person can make 


a superhuman effort and ring the bell once. 


But only a truly strong man can ring the bell time 
after time. 


Advertising Age is a ‘‘strong man.’’ 


It has rung the bell eight times in succession. 


Eight consecutive surveys have shown Advertising 
Age to be tops in readership and preference among 


national advertisers and advertising agencies. 


Newspapers, magazines, farm papers, radio stations 
. each asked their own prospects which adver- 


tising paper they read, and which they prefer. 


| 

| 

| 

| 

| 

| 

| 

| 

| + If YOU have something to say or to sell 
| to the national advertiser and his agency, this 
l 

7 


is the place to say it and sell it! 


In every case, more said ‘‘Advertising Age’’ than 


ADVERTISING AGE = “”™"*" 


. > When you ring the bell once, it may be an accident. 
8 times a Winner 


ae ee ee 
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But when you ring the bell eight times in succes- 


sion, it is no accident. 
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Price Ceilings on 
Autos Raise Doubt 
About Advertising 


OPM Stands on Hen- 
derson View That Ads 
Are Out of Its Ken 


Washington, D. C., Dec. 3.—Dis- 
closure by the Office of Price Ad- 
ministration this week of its plan to 
establish ceilings on retail prices of 
automobiles raised anew the ques- 
tion of what effect maximum price 
schedules will have on advertising 
expenditures to promote products 
under ceilings. 

An official of the automobile sec- 
tion of OPA was asked today how 
the forthcoming ceilings will affect 


50, 
blanketing 11 states 
and 12 million people 


WKBW 1520 x.< 


c. 
BUFFALO'S 50,000 watt 


National Representatives 
FREE & PETERS, Inc. 


advertising by both manufacturers 
and dealers. His only comment was 
to refer to the statements which 
Price Administration Leon Hender- 
son made at the Hot Springs con- 
vention last month on the subject of 
automotive advertising. 

At that time Mr. Henderson said 


| 
he could not predict whether wand ex-Adman, Dies 


50 per cent cut in new car produc- 
tion would cause a similar reduc- 
tion in promotion expenditures, but 
added: “All I can say is that our 
only concern and duty is to make 
sure that the production schedules 
are adhered to and that a reason- 
able price is maintained. Within 
these boundaries, the question of 
advertising expenditures, as I see 
it, is a matter resting exclusively | 
within the control of the advertiser. 


Won't Butt In 


“The OPA has no official policy | 
on this question and does not intend 

| to have one except that we will | 
|decline to make any decision or rec- 
ommendation as to the extent of | 
|advertising expenditures. I regard | 
| this as a matter within the area of 
|free choice upon the part of manu- | 
facturers and the only way we could 
| possibly come into the picture is in | 
| the extremely unlikely event that 
/manufacturers urged advertising | 
|costs as a reason for an increase in 
prices of the product.” 

The intention of OPA to establish 
automobile price ceilings in the near 
future was made clear at a meeting 

| of dealers here this week. Cyrus Mc- 
Cormick, head of the OPA automo- 
bile section, told the dealers that 
“inflation has already come” to the | 
field and ceilings on retail as well as 
wholesale prices are now necessary. 
The wholesale ceilings will formal- 
ize the agreement with industry and | 
|}government by which manufactur- 
ers have promised not to raise prices 
without consulting OPA. 

Although the forthcoming order 
may cover only new passenger cars, 
it is expected that used cars, trucks 
for civilian use, and replacement 
parts will be included eventually. 
The automotive ceilings will be the 
first in the retail field, and dealers | 
attending the meeting voiced strong 
|}objections to being singled out as 
| the first retail group to be asked to 
|submit to ceilings, particularly in 
|view of the fact that production this 
model year will be cut at least 50 
per cent and dealer profits thus 
crippled. 


May Cut Down on Models 


Also in prospect for the automo- | 
tive industry is the possibility that 
|}OPM may order manufacturers to | 
cease making all heavy and deluxe | 
models. The consumers division of | 
OPA has so recommended in the in- 
terests of simplification, conserva- 
tion of scarce materials, and pro- 
duction of a maximum number of | 
units. 

If such an order is issued, only 
two and four-door sedans would be 
made, and only standard models. 
All finery and unnecessary gadgets 
would be ruled out, including wool 
upholstery, rubber floor mats, radios, 
cigar lighters, extra tail lights and | 
horns. 

A step in this direction was taken 
|/nearly six weeks ago, when the au- 
tomotive industry was given until 
Dec. 15 to use up existing stocks of 
bright finish or trim on passenger 
cars. An amendment postponing 
the deadline until Dec. 31 has been 
recommended by OPM's 
supply division. 


Begins Eighth Contest 


The Musical Arts Association, 
Cleveland, is sponsoring the eighth 
annual poster contest for art stu- 
dents in Greater Cleveland schools. 
The subject for this year’s contest 
is the Cleveland Orchestra and 
Music. Five hundred dollars in 
prizes including a grand prize of 
$50 and divisional prizes is being 
contributed by J. A. Zimmer, presi- 
dent of Central Outdoor Adver- 
tising Company, Cleveland. The 
contest closes March 23 and a pub- 
lic exhibition will be held April 15- 
25 in the auditorium of the Higbee 
Company. 


Joseph A. Sullivan, assistant pub- 
licty manager of Chicago Pneumatic 
Tool Company, New York, has been 
advanced to advertising manager. 


| tive 


| merchandising in 


| became vice-president. 


|his father, its owner, died. 


civilian | 


FS. Cunningham, 
Butler Bros. Head 


Chicago, Dec. 4.—Frank Simpson | 
Cunningham, who in his 55 years 
of association with Butler Brothers 
rose from stenographer to advertis- 
ing manager to chairman of the) 
board, was buried here yesterday | 
following his death Dec. 1. He was 
75 years old. 

This national distributor of gen- | 
eral merchandise evidently did not | 
set great store by its advertising | 
department at the beginning of Mr. | 
Cunningham’s career, since, as 
company officials have noted, when 
Mr. Cunningham moved into the 


| department from the post of ste- 


nographer to Edward B. Butler, the 
department force was doubled. But 
the future company head continued 
his climb through various executive 
positions, becoming vice-president | 
in charge of sales and a member of | 
the board while still a young man. 
He became president in June, 1918, 
and continued in that post until 
November, 1939, when he became 
chairman of the board. Since 1918 
he had been chairman of the execu- 
committee and_ since 1937 
chairman of the finance committee. 

During Mr. Cunningham’s admin- 


istration Butler Brothers changed 
from an exclusive mail order 
wholesale business to a_= selling 


organization, supplementing the 
salesmen’s work with the catalog; 
it built a sixth distributing house in 
San Francisco and purchased the 
American Wholesale Corporation in 
Baltimore and established a seventh 
distributing house there. 

During this time the company 
also organized the Ben Franklin 
variety stores and the Federated 
dry goods stores, independently 
owned and operated retail stores 
now comprising one of the largest 
groups of voluntary chains in the 
world. The company also launched 
the Scott-Burr Stores Corporation, 
comprising the Scott variety stores 
and the Burr junior department | 
stores, a wholly-owned subsidiary. 


_BERTHOLD M. NUSSBAUM 


New York, Dec. 2.—Berthold M. 


| Nussbaum, vice-president of Lam- 


bert & Feasley, advertising agency, 
who died yesterday at the age of 
54, began establishing himself as 
an authority on organization and | 
1915 when he 
became vice-president of Business | 
Training Corporation, founded in| 
that year by the directors of Alex- | 
ander Hamilton Institute. Its name | 
was changed to Trade Ways in 1932. | 

In 1924 Mr. Nussbaum founded 
the United Advertising Agency of | 
which he was president. When it) 
merged with Lambert & Feasley he 
He became 
president of the Canton Glass Com- 
pany, Marion, Ind., in 1928 when 
In his 
later years he was instrumental in 
establishing Associated Woolen 
Industries, Foundation Garment 
Institute and Cigar Institute of 
America. 

In September, 1940, Mr. Nuss- 
baum assumed the responsibility of 
collecting donations in the United 
States for the tobacco fund of the 
Over-Seas League and during a 
15-month period raised $165,000 for 
the benefit of British soldiers and 
sailors. 


CARL H. BROCKHAGEN 


San Francisco, Dec. 3.—Carl 
Homer Brockhagen, 64, who was 
associated with Cesana & Associ- 


ates, local advertising agency, and 
who had had a long career as a 
newspaper publisher, died yester- 
day. A native of Iowa, he came to 
San Francisco in 1912 as publisher 
of the Call and associate of W. W. 
Chapin. Later he became _ pub- 
lisher of the Chicago Record Herald. 
His career as a publisher took him 
to Sacramento in 1924 as head of 
the Union after which he became 
president of the Portland Telegram, 
Inc., Portland, Ore. He was 


asso- 


ciated with Cornelius Vanderbilt in 
1927 when the latter began the 
short-lived San Francisco Iilus- 
trated Daily Herald. Mr. Brock- 
hagen was publisher of the San 
Francisco Bulletin in 1930 when ii 
was merged with the Call. 


CLAUDE L. JAYCOX 


‘owner of the Berkshire Count, 
| Eagle, a.weekly, in 1891, he was in 
|the grocery business. He made }t 
a daily paper in 1892. 


GEORGE W. LEE 

| Rochester, N. Y., Dec. 1 

| Funeral services were held todiy 
| for George W. Lee, 62, commer: 4! 


Columbus, O., Dec. 1.—Claude L.| check sales manager for the T.iq 
Jaycox, 58, manager of the Colum-| Company, who died Nov. 27. 


bus office of the J. Horace Lytle | 


Company, Dayton, died Nov. 28 
following an operation. At one 
time he was a member of the firm 
of Mumm, Romer & Jaycox. 


BEN P. BOLE 


WILLIAM O. LITTICK 
Zanesville, O., Dec. 1.—Wil!: im 
O. Littick, who retired two weeks 
ago as president of the Zanes\ |le 
| Publishing Company, publishe: of 


| 
| 


Cleveland. Dec. 1.—Ben P. Bole, | the Times-Recorder and the Tin »s- 


president of the Plain Dealer Pub- 
lishing Company, publisher of the 
Cleveland Plain Dealer, and the 
Forest City Publishing Company, 
died suddenly here Nov. 27, at the 
age of 68. He practiced law here 


until 1929 when he became presi- | 


dent of the Plain Dealer Publishing 
Company. 
City Publishing Company 
formed to assume fiscal control of 
the Cleveland News, he was made 
president of that corporation. 


EDWARD J. KREISS 

Buffalo, Dec. 1.—Edward J. 
Kreiss, 53, general manager of the 
sign company founded by his 
father, the late Charles Kreiss, in 
1885, died here suddenly Nov. 29. 
He became general manager of the 
company when his father retired 10 
years ago. 


JAMES W. T. KNOX 


Detroit, Dec. 1.—James W. T. 
Knox, 70, advertising man and 
president of the Detroit Adcraft 


Club in 1905, died Nov. 29 in Ypsi- 
lanti, Mich., after a long illness. 


FRANK E. NOYES 

Marinette, Wis., Dec. 1.—Frank 
E. Noyes, 85, editor and publisher 
of the Marinette Eagle-Star for 
nearly 50 years, died Nov. 28 in 
Rochester, Minn., following an 
operation. He also was interested 
in the Ironwood Daily Globe, pub- 
lished by his son, Linwood, and in 
the Marshfield News-Herald. He 
was a past president of the Wiscon- 
sin Press Association and the Wis- 
consin Daily Newspaper League. 


KELTON B. MILLER 
Pittsfield, Mass., Dec. 3.—Kelton 
B. Miller, 81, publisher of the Berk- 


shire Eagle, Pittsfield’s only daily | 


newspaper, died yesterday after a 
long illness. 


Later, when the Forest | 
was | 


Signal, died here Nov. 29. Afte: 55 
years with the company he tur ieq 
| the newspapers over to his sins, 
Orville and Clay, of Zanesville, ing 
| Arthur, who publishes a newsp: ver 
/at Hoopeston, Ill. Mr. Littick aq 
served as president of the (hio 
| Newspaper Association and _ the 
| Ohio Select List of Daily News. 
papers. 


M. E. LOUTH 

Kokomo, Ind., Dec. 2.—M. f§, 
Louth, president, Advertising Sery- 
ice, Inc., Kokomo, Ind., died Nov, 
30 from a heart attack. Mr. Louth 
had been ill with a severe cold for 
about three weeks and was ready 
to return to business when he 
stricken. 


oun Saleslinie 
wills when yin 


PUT YOUR MESSAGE ON 


KWKH 


_. SHREVEPORT, LA. 
50,000 WATTS-CBS 


Was 


‘FRE 


111 babi 


Nitty 


Respouke-able Coverage 
| of the Central Southwest 


= 


BRANHAM CO.—REPRESENTATIVES 


Before becoming part’ 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
¢IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


“LITHOGRAPHED DISPLAYS 


6 N. MICHIGAN AVE., CHICAGO 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKIL: 
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ADVERTISING AGE 


Newell-Emmeti. 
G-E Sued Over 


Radio Program 


New York, Dec. 3.—Newell-Em- 
mett Company and General Electric 
Company were asked to pay $52,000 
damages for alleged breach of con- 
tract in a suit filed in Supreme 
Court here today by David Broek- 


man and Benjamin David. The case | 
involves a deal for a radio program | 


which the plaintiffs charge they 


negotiated last summer with New-| 


ell-Emmett, agency in charge of 
G-E’s air-conditioning and 
mercial refrigeration account. 

According to the complaint, 


Newell-Emmett signed a contract | 


with the plaintiffs in July for the 


production of a program entitled, | 


“O, Brave New World,” which was 
to start in August and run for a 
26-week period, with payment at 
the rate of $5,970 per program. 


Following the conclusion of the) 
j}acquaintance 


agreement, the plaintiffs assert, the 


agency advised them that the entire | 
| publications with a circulation 


matter was being dropped. 

Both Newell-Emmett and Gen- 
eral Electric entered a general de- 
nial. A motion is before Supreme 
Court Justice Ferdinand Pecora in 
which the plaintiffs ask that Charles 
E. Wilson, president of G-E:; Robert 
Peare, advertising executive; Wil- 
liam Reydel and J. P. Cunningham, 
vice-presidents of the agency, be 
directed to appear for examination 
before trial. 


Adds J. F. Hogan 


John F. Hogan, formerly on the 


sales staff of Collier service divi- 
sion, Barron G. Collier, New York, 


has joined Surface Transportation | 
Advertising, New York, as special | 


sales representative. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF i 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


com- | 


FASHION 


; exp 


Clue tis 
Market Placé 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
eash with order. 


“Positions Wanted,” 
30 cents a line, minimum charge §1. 


and 
Terms 


“Representatives Wanted,” 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


HELP WANTED 
Wanted —Experienced script 
commercial motion 


writer 
pictures and slide 


films. Especially good opportunity 
with fast growing, well established 
Middle West producing organization 


Give full particulars as to past experi- 
ence. Application will be considered 
in strict confidence by company execu- 
tives 

tox 3547, ADVERTISING AGE, Chgo. 
WANTED—High Class man with wide 
among advertisers and 
in the western territory, by 
representatives of Weekly 
in ex- 


agencies 
Chicago 


cess of one million. 

Box 3542, ADVERTISING AGE, 
HERE IS A GOOD SALES JOB— 
A hard working, aggressive and in- 
telligent salesman can make it an 

excellent job. 

He will have very congenial 
ciates; he will represent a firm with 
a national reputation for unmatched 


Chgro 


ASSO} 


quality; he will be given the re- 
sponsibility for getting business 
and the necessary authority that 
goes with it 

This man must be able to sell “in- 
tangibles” He should understand 


fundamental problems of marketing, 


sales promotion and sales training 
Successful experience as a space 
salesman, or in selling commercial 
films, or with agency, would be 
beneficial Salary open 

Box 3545, ADVERTISING AGE, Chgro 


SALESMEN WANTED 
Advertising salesmen now selling space 


in Magazines, ete., to solicit: space- 
distribution contracts on advertising 
book matches for nationally known 
book match mfr. in spare” time 


Unusually fine sideline opportunity for 


men contacting national accounts or 
local accounts advertising on a large 
scale, 15° commission Write for de 


tails today, and tell us about yourself. 


Box 3420, ADVERTISING AGE, Chgo 
ARTIST 

Illustrator, agency, do figures on tis- 

sue, pencil and pastel $4,800 

COPY WRITER—Agey, foods. $6,000 

COPYWRITER—Industrial consumer 

goods, exp. $2,400 

BOYS—17 to 24—adv. agey (Good fu- 


ture $65 to $75 mo. 


FEMALE 
COPYWRITER addy. axgey. 
exp, $200 
STENO-SEC’Y 
$120 mo. 
TY PIST-BILLER—Advy. arey 
JR. STENO.—-Advyv. agey. $85. 

No obligation to register 

Sinclair-Masterson Personnel 

310 S. Michigan Avenue 
Chicago, Illinois 


tadio station or agey 


$100 mo 


Advertising Manager 
Alert, college man, draft exempt, with 
exceptional field and advertising 


agency experience desires position 
with reliable firm. 
Box 3539, ADVERTISING AGE, Chego. 


POSITIONS WANTED 
Efficient secretary 
executive to 


looking for a busy 
relieve him of a thou- 
sand details Have been handling all 
the correspondence in the sales pro- 
motion dept. of a large advertising 
publication Experienced in media 
analysis, market research and radio 
production College graduate 
tox 3540, ADVERTISING AGE, 
Advertising assistant, Knowledge 
art, layout, copy, engravings 
experience. Draft exempt. 
Box 3526, ADVERTISING AGE, 
YOUNG MAN SEBRKING 
OPPORTUNITY 
Agency and lithographic printing pro- 
duction experience, Successful execu- 
tive background College degree 
Box 3541, ADVERTISING AGE, Cheo 
Copywriter with some layout experi- 
ence, 24, single and draft exempt. 5%, 
years in advertising and sales promo- 
tion work, Now employed, but anxious 
to demonstrate abilities for someone 
else 


Box 


Chero 
of 
Agency 


Chiro 


3538, ADVERTISING AGE, 
mM BALDHEADED 
not bullheaded—I can write copy 
and script strong, pulling, effective 
I've proved this for yvears in all sorts 
of businesses from banks to bassinets 
Not only copy, but successful selling 
campaigns My ability, experience 
and knowledge should be worth a 
whale of a lot to some advertiser or 
agency but won't cost nearly that 
much Prefer Chicago 

Box 3537, ADVERTISING 
ART DIRECTOR: 
(Creative, versatile Thoroughly ex- 
perienced in national advertising, 
sales promotion and packaging on 
Wide variety of accounts For Sale 
to some small agency or large manu- 
facturer 
Box 3536, 
WANTED: 


Chro 


But 


AGE, Chero 


LAYOUT MAN 


ADVERTISING AGE, 
Position in medium - sized 
advertising agkeney or publishing 
office in Chicago area, where honest- 
te-goodness efficient, fast work cand 
I mean fast) is required and appre- 
ciated. Experienced in handling books; 


Chero 


secretarial; production, all offlee rou- 
tine, taking full charge of office. Can | 
handle entire work in 3 or 4-man 
agency Must ask that good future, 
wood salary be offered 
Box $546, ADVERTISING AGE, Cheo 
ADVERTISING ASSISTANT & COPY- 
WRITER, 25, draft exempt. Can handle 
production detail. Know media, mar- 
ket research & radio, Consider Chi- 
cago position, 
tox $3543, ADVERTISING AGE, Chro 
HOUSE ORGANS 
Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 


personalized 
as editor I 
free samples. 
N. Wells St., 


born S557 


house-organ You serve 
do the work Write for 

Kdward Edelstein, 201 
Chicago, Illinois Dear- 


Adclub Elects Smith 


Charles E. Smith, vice-president 
of the New Haven Railroad and 
formerly vice-president of the New 
Haven, Conn., Advertising Club, 
has been named president of the 
club to succeed Latham B. Lam- 
bert, who has been transferred to 
Bristol. 


ILLINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


250 W. 1340. Full Time. 
Sears & Ayer, Reps., 
Local help given, 


* 


PHOTO-OFFSET 


res 
PRINTING 


"The Modern Method of 
Printing” .. more econom- 
ical . . more versatile. 


Today's merchandising 


demands speed and economy . . RCS photo- 


offset and planograph is the answer. Write 


RCS today for details and general price lists 
along with the "Idea Ki." 


RAPID COPY SERVICE CO. 
123 NORTH WACKER DRIVE 


CHICAGO 
STATE 5977 


WSOY 


Injunction Puts 


New York Dailies 
Back on Stands 


New York, Dec. 4.—The seven 
New York newspapers that were 
objects of a boycott by newsdealers 
during the past two weeks were 
back on the stands today, following 
issuance of a temporary injunction 
by Supreme Court Justice Edward 
R. Koch, restraining Newsdealers 
Federal Union, Local 22,371, from 
continuing the ban. The injunction 
had been requested by Attorney 
General John J. Bennett, Jr., on 
charges that the union had violated 
a state statute which forbids com- 
binations in restraint of trade. 

The court held that the dispute 
was not a labor controversy, since 
the dealers are independent mer- 
chants and not employes of the 
newspapers. The papers involved 
were the Herald Tribune, Journal- 
American, Mirror, News, Sun, 
Times and World-Telegram. 


“Perhaps by Threats” 


Justice Koch said that while the 
union membership comprised only 
between 500 to 1,000 dealers, out 
of a citywide total of 13,000, “there 
abundant evidence that the de- 
fendants are attempting by 
picketing, distribution of circulars 
and in some instances perhaps by 
threats and intimidation to induce 
other newsdealers to refrain from 
purchasing reselling the seven 
newspapers to sell only the 
New 


1S 


or 


and 
York Post.” 


Indict 14 Meat 


Packers for Anti- 


Trust Activities 


Chicago, Dec. 2.—Fourteen lead- 
ing packers and the American Meat 
Institute, as well as 37 individuals, 
were indicted for conspiracy to fix 
live stock prices to producers and 
meat prices to consumers by a fed- 
eral grand jury here last Friday. 

The defendants sell 70 per cent 
of the nation’s meat, and members 
of the American Meat Institute rep- 
resent 90 per cent of all meat sales, 
the government asserted. Compa- 
nies named in the indictment in- 
cluded Agar Packing and Provision 
Company; Armour; Cudahy; Hor- 
mel; Houston Packing Company; 
Hunter Packing Company; Kingan 
& Co.; Oscar Mayer & Co.; Miller 
& Hart; John Morrell & Co.; Rath 
Packing Company; Swift, and Wil- 
son. 

According to the indictment, 
these companies and officials have 
conspired to fix live stock and meat 
prices for 13 years through the issu- 
ance of bulletins by the Institute, 
by elimination of price cutting, and 
by getting other packers to adhere 
to their published list prices. 

Persistent and determined efforts 
have been made during this 13-year 
period to achieve a one-price policy 
and to achieve sales price stabiliza- 
tion, the indictment charges, prin- 
cipally through the medium of com- 
mittee meetings of the _ Institute. 
All of these actions tended to sup- 
press competition, it is charged. 

The Institute and John Holmes, 
president of Swift & Co., one of the 
individuals named in the indict- 
ments, promptly issued statements, 
denying that either the letter or 
the spirit of the law had been vio- 
lated, and asserting that the meat 
packing industry serving both 
farmers and consumers efficiently 
on a very small margin of profit. 


Starts Local Drive 
A newspaper and direct mail 
campaign to persuade the public in 


is 


the Des Moines trading area to buy | 


insurance from local agents is be- 
ing undertaken by the Des Moines 
Association of Local Agents, com- 
posed of about 30 Des Moines stock 
company fire and casualty agencies. 
Nine three column by 11 inch ad- 
vertisements will appear in the Des 
Moines Register and Tribune, and 
50,000 direct mail pieces, 10,000 of 
which will be a booklet, “The But- 
cher, The Baker, and The Candle- 
stick Maker,” are being sent to 
prospects. One object of the cam- 
paign is to tell the Des Moines area 
| the important contributions made 
by the insurance agencies to the 
community. The campaign will cost 
$2,000. 


Shirtcraft to Tarcher 
Shirtcraft Company, New York, 

| has appointed J. D. Tarcher & Co., 

New York, as advertising agency. 


When you use the 


MIDWEST 
FARM PAPERS 


... you get almost TWICE the farm 
coverage of the average National 


farm paper in the Midwest, and 
farmers pay almost TWICE as 
much per subscription. 


@ Prairie Farmer @ Nebraska Farmer 
@ Waliaces Farmer & towa Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


Siiver Brooch 


Offered as Dash 
Premium by P&G 


New York, Dec. 4.— Procter & 
Gamble Company is offering a pre- 
mium of a sterling silver brooch to 
purchasers of Dash in newspapers 
throughout the Western territory 
where the soap is distributed. 

In a one-shot insertion of 1,000 
lines, scheduled to appear in news- 
papers in California, Washington 
and Oregon and the territory sur- 
rounding Denver, Colo., P&G em- 
phasizes Dash’s “mountains of dirt- 


routing suds even in hard water” 
and its “safety” for “washable 
colors and hands.” The rosebud 


brooch, obtainable for 15 cents and 
a box top, is illustrated. The offer 
is also being promoted on the 


Pacific network of the Columbia 
Broadcasting System. 

Pedlar & Ryan directs the ac- 
count, 


The BIG 


os . 


: lace than ever, 
BUFFALO’S FIRST 
~ for regional | 
7 coverage — 


New $350,000 Transmitter Plant 


WGR ssox.c. 
BUFFALO'S 5000 watt 
MUTUAL NETWORK STATION 


BUFFALO 


National Representatives 
FREE & PETERS, Inc. 
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Cut Refrigerator 
Production 52% 
for Big Companies 


Washington, D. C., Dec. 4.—Cuts 
ranging from 30 to 52 per cent in 
production of mechanical refrigera- 
tors in January and February were 
ordered today by the Office of Pro- 
duction Management. A _ previous 
limitation order had restricted out- 
put during the five-month period 
ending Dec. 31 between 29 and 45 
per cent depending on the size of 
companies involved. 

Inequities arising from the origi- 


PRINTING | 


— Phone WABASH — 


7820 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you —at a saving of time, trouble 
and money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AD. SETTING - ENGRAVING + PRINTING 
S04 SHERMAN STREET, CHICAGO » WABASH 7820 


nal program have caused a revision | 


in the base period system. 
earlier limitation set the year ended 
June 30, 1941, as the base period, 
but under today’s order an alterna- 
tive plan is 
may take their choice. 

During January and February, 
Class A companies whose average 
monthly sales during the selected 
base period exceeded 16,000 units 


must reduce their output 52 per | 
Class B firms in the 5,000- | 


cent. 
16,000 unit category, will be cut 40 
per cent, and Class C companies 
30 per cent. 


House to Study 
Defense Effect on 
Small Business 


| Washington, D. C., Dec. 4.—The 
House voted today to create a spe- 
cial committee to investigate the 
defense program in its relation to 
small business. A resolution intro- 
duced by Rep. Wright Patman was 
adopted without opposition. If the 


man will be chairman. 

The resolution calls for a seven- 
| man group to determine whether or 
/not the potentialities of small busi- 
/ness have been developed ade- 
| quately in the defense economy, 
| whether adequate consideration has 


business engaged in non-defense 
| work, and whether small business 
has been treated fairly in the allo- 
cation of scarce materials, 

Recent weeks have witnessed a 
mounting resentment in Congress 
against defense policies as 
affect small business men. Various 
committees have touched on the 
subject. 
cial small 
over a 


business committee for 
year. 


Miles Adds Stations 


Miles Laboratories, Inc., has 
added 11 stations, making a total 
,of 67, to the network for “National 


|Barn Dance” in behalf of Alka- 
| Seltzer. The program is_ aired 
Saturday from 9 to 10 p. m., EST, 
over the Red network of the Na- 


tional Broadcasting Company. Wade 
Advertising Agency handles the 
'Miles account. 


This Year, and for Several Years, 


THE BUFFALO EVENING NEWS IS 


FIRST 


AUTOMOTIVE 
ADVERTISING 


Among All Newspapers 


SIX OR SEVEN-DAY ISSUES 


BUFFALO EVENING NEWS 


Edward H. Butler, Editor and Publisher 


Buffalo's Only Evening Newspaper 


KELLY-SMITH CO., National Representatives 
Philadelphia D-troit 


New York Chicage 


John Leroy Justice 


JUSTICE MOTOR CORP. 


+ 

AAYL: 
“Buffalo is fortunate in having a 
newspaper like the Buffalo Evening 


News. I have been using its adver- 
tising columns extensively for 16 
years. 


In that time, as Chrysler and Plym- 
outh distributor, I have spent many 
thousands of dollars in advertising in 
the News, and know that my money 
has been profitably spent. 
is a powerful business builder.” 


The News 


your 


Boston Atlanta San Francisce 


The | 


offered. Companies | 


| 


The Senate has had a spe- | 


usual custom is followed, Rep. Pat- | 


been given to the needs of small | 


they | 
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| Birmingham, Ala 12,525,402 13,104,135 13,681,850 + 9.2 +-4.4 $41,516 330,918 
Boston, Mass ~++. 18,214,533 17,093,921 14,949,494 17.9 12.6 380,614 507,622 
"Bridgeport, Conn, ....  %,247,874 9,756,352 = seeces Se a 337,182 = sevecs 
a a are 14,451,998 15,715,351 + 6.5 + 8.7 427,659 425,633 
Camden, Ni. doi. cscescs 1,149,645 5,043,889 4,936,565 19.0 2.1 114,978 132,171 
Cedar Rapids, la ‘ 4,600,948 4,423,272 4,594,716 0.1 + 3.9 102,060 102,564 
Charleston, W. Va 9,522,929 0,597,183 10,066,081 5.7 + 4.9 2: $01,693 
Chicago, Ill , . 25,265,523 26,834,069 27,451,862 + 8.7 2.3 6: 674,062 
Cincinnati, © 14,734,679 15,325,289 16,242,118 + 10.2 + 6.0 35 374,590 
Cleveland, ©O . 16,762,032 17,474,928 18,009,278 + 7.4 + 3.1 4° 440,748 
Columbus, © . 12,354,145 12,380,149 12,512,340 1.3 1.1 2! 333,351 
Dallas, Tex .. 19,569,798 18,568,021 19,179,401 2.0 3.3 4 458,725 
Davenport, la ee 8,712,483 8,983,917 9,015,300 + 3.5 + 0.3 2 216,496 
DAVtOM, QO. ssccvsncecs 12,918,720 13,235,594 14,480,799 + 12.1 + 9.4 3 280,562 It 
0 | ae 8,372,943 7,993,879 8,254,078 1.4 + 3.3 I! 175,458 
08 BEGGS, SM... 6000s 6,063,218 5d ,192 5,925,900 2.3 5.6 } 183,499 ‘ 
Detroit, Mich, 18,866,986 19,880,864 21,074,468 + 11.7 6.0 : 546,941 1 
fh, Sy) Serer 10,000,146 9,995,016 10,756,719 + 7.6 7.6 23 254,541 t 
meee, PR. .ccsicss +. 8,820,462 8,699,306 9,043,044 + 2.5 + 4.0 212,786 l 
Kvansville, Ind 11,234,828 11,372,563 12,468,588 11.0 + 9.6 269,892 
Fall River, Mass....... 3,210,241 3,278,120 3,553,489 10.7 8.4 87,063 ' 
Flint, Mich : seeeee 8,055,852 8,402,170 8,484,504 + 5.3 + 1.0 197,778 
Fort Wayne, Ind... LO,131,817 10,328,004 10,358,968 2.2 0.3 255 256,977 
Sete: Bb. evcrsansewes 5,622,397 6,027,200 6,253,700 +11.2 + 3.6 142,000 53,935 +S 
Girand Rapids, Mich.... 8,389,041 5 8,912,792 + 6.3 + 3.7 200,718 193,732 
Greenville, S. C.... 6,228,315 7,159,658 + 15.0 1.8 216,496 184,842 l 
“Hempstead, L. L...... 2,550,716 3,827,485 + 50.1 + 60.1 77,968 108,135 
Houston, Tex .»» 17,982,051 1 18,378,362 + 2.2 + 2.5 398,622 409,850 
| Huntington, W. Va 7,464,160 8,046,407 + 7.8 + 3.0 184,571 198,888 
Indianapolis, Ind .++. 15,828,272 16,910,785 17,941,909 +13.4 + 6.0 390,306 72,794 2 
|} Jacksonville, Fla. ..... 8,670,406 9,146,536 9,579,584 + 10.5 + 4.7 239,162 214,606 { 
Jersey City, N. J , ‘ 1,086,572 2 028,436 2,063,166 + 3.9 +1.7 56,766 DS,595 
Kansas City, Kan ; 3,921 2,854,649 2,494,177 2.3 12.6 72,520 57,701 2 
Knoxville, Tenn bebe 175 9,924,796 10,242,408 1.0 + 3.2 228,116 226,814 ( 
Little Rock, Ark... &, 8.657 9,266,922 9,501,054 9.5 2.5 240,884 238,042 
Los Angeles, Cal....... 23,225,938 20 22,923,266 1.3 + 3.2 50,339 HOL 585 l 
Louisville, Ky 13,757,33 4 1 + 6.3 +59 356,395 380,080 t 
ge” > ° i 7,764,918 S$. 389,707 + 10.3 +- 2.1 169,946 199,250 
Manchester, N. H...... 4,126,701 3,465,438 17.7 2.0 96,880 82,288 | 
‘Memphis, Tenn 11,423,614 12,221,076 +88 +1.7 283,556 295,596 1 
Miami, Fla 11,967,742 12,725,575 2.3 3.8 291,662 261,212 
Milwaukee, Wis. .. . 18,440,946 14,597,935 + 18.7 + 9.3 357,53 380,995 t 
Minneapolis, Minn 12,983,889 11,514,160 0.6 + 2.0 265,386 284,909 
New Bedford, Mass 2,956,240 3,346,102 + 21.4 + 7.3 86,100 91,672 + 6.5 
New Haven, Conn 8,613,248 8,996,554 + 7.4 + 3.1 213,430 229,880 
New Orleans, La 18,399,147 18,836,344 0.9 1.5 532,558 48,361 
New York, N. ¥ ‘ 55,484,392 55,957,312 « 1.2 —2.0 1,412,345 1,486,781 
Brooklyn, N. Y 5,656,516 ,.318,784 3,450,711 3.2 + 4.0 75,230 77,659 
Norfolk, Va ... 8,918,700 9,751,080 10,234,53 + 14.8 + 5.0 236,488 275,296 t 
Oakland, Cal : 7,682,457 8.360.501 8,716,291 13.5 1.3 257,633 249,558 
Oklahoma City, Okla 8,341,284 7,419,328 917,756 5.1 + 6.7 202,412 181,188 ) 
a Sa 5.548.870 5.618.936 5,568,356 0.4 o.9 141,799 115,717 S 
Peoria, Il ae ‘ :6 11,211,309 11,607,834 12.3 + 3.5 316,736 290,318 
Philadelphia, Pa »- 25,671,353 27,151,361 28,818,189 + 12.3 6.1 HO9,891 646,959 t 
Phoenix, Ariz, ; 7,128,058 TNT4A 047 8,275,568 + 16.1 5.1 180,768 166,404 
Pittsburgh, Pa 18,983,216 19,596,220 20,16 72 + 6.2 2.9 389,900 407,932 ' 
Portland, Ore 11,470,713 10,839,822 11,483,511 + O.1 +5.9 08,210 228,200 t 
Providence, R. 1 11,283,215 11,011,281 11,087,597 1.7 0.7 207,388 280,695 
Reading, Pa 0,439,763 10,018,198 10,228,062 S.4 2.1 257,752 249,63 
Richmond, Va 11,916,190 12,039,188 11,871,776 0.4 1.4 283,626 301,980 f 
Rochester N. ¥ 14,217,073 14,463,315 15,043,567 5.8 + 4.0 379,452 379,896 
Rockford, Il 7,442,400 8,087,394 8,797,716 + 18.2 + 8.8 216,076 242,508 
Rock Island-Moline, I] 7,829,224 7,849,648 8,295,636 6.0 5.7 165,494 194,904 
Sacramento, Cal 7.376.524 7.705.393 S O76 ,568 3.9 ; XS 197.470 177.660 
San Antonio, Tex 6.875.748 7.200.569 8.343.195 21 14.3 208.048 248,276 
San Diego, Cal 12.327.595 11,027,240 11.729,.260 14 6.4 t18.990 267.862 
San Francisco, Cal 14,861,460 14,124,237 14,482,156 2.6 2.5 25,418 379,030 
Seattle Wash 10.943.210 11,138,580 12,101,570 10.6 8.6 P52 380 318.046 
South Bend, Ind $858,392 5,106,997 934,073 19.7 + 16.2 130,649 181,508 
Spokane, Wash 6,141,428 » GUS 486 », 852,582 4.7 2.4 134,064 116,326 
St. Louis, Mo 16,890,790 17.071,970 16.950.203 o4 0.7 t6S.670 $06,995 
St. Paul, Minn 10,204,664 9.857.330 & 781,708 1.2 OR 205,204 258.596 
Svracuse N Y 6 952,029 7.545.976 8.646.373 13.1 14.6 262.2907 187.736 
Tacoma, Wash 5,950,52 6,117,391 6,393,917 + 7.5 1.5 125,622 156,690 
Tampa, Fla 6,393,212 7,317,788 7,327,918 + 14.6 01 249,564 189,602 
Toronto, Ont, Can 15,106,316 14,181,433 14,860,617 1.6 4.8 437.337 375,617 
Troy N y 4.187.452 4,067,140 4.451.890 - 6.3 4 5 101.864 105.476 
Tulsa. Okla 8.463.716 S788. 800 1082.29] i.7.3 3.: 10,812 227,094 
Washington, ID Cc 10, UN7 O83 32,521,923 33,835,768 9.2 4.0 834,190 938,049 
Winston-Salem, N. ¢ 6,511,824 6,479,266 6,493,096 0.3 + 0.2 147,798 166,166 
Youngstown, © 7,181,195 7,807,279 8,557,126 19.2 + 9.6 201,744 201,747 
Total 934,629,998 045,676,422 978,110,381 4.7 1.4 23,442,653 24,438,52 
l Atlanta Georgian and Sunday American ceased vertising 
publication Dec, 17, 193% 5 Syracuse Journal published 100th Anniversary F 
2 Newsday launched Sept 1940 tion March 20, 1939, containing 216,207 lines of 
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Roundup of Advertising Promotions in the Test Stage 


Several Media 
Being Tested to | 
Introduce ‘Chox’ | 


(Picture on Page 31) 


Chicago, Dec. 3.—A formidable 
testing program is being directed 
here and in a few other cities for 
the Beatrice Creamery Company’s 
new hot chocolate drink, ““Chox,” a 
»roduct for which the distinction is 
claimed that it is made of chocolate 
and whole milk. 

Among the promotion devices 
under trial here are comic strips, 
color copy, outdoor posters and 
radio in addition to demonstrations | 
and cooking schools. A somewhat! 
similar advertising program is! 
under way at Akron, O., with dem- | 
onstrations being tried in Pitts- 
burgh and a few other cities. The 
Chicago office of Lord & Thomas | 
is handling the account. 

The premium device is being! 
tried in color copy, the second half- 
page space appearing in the comic 
section of the Chicago Tribune last | 
Sunday playing up the offer of a 
periscope in return for the word 
“Chox” from a can of Chox Instant 
Hot Chocolate. Copy _ identifies | 
Chox as a new Meadow Gold prod- 
uct to conform with the Beatrice 
Creamery Company’s line. “Just) 
add hot water!” says the copy, “no 
surface scum, no pans to wash!” 

Evening newspapers here are 
running a 175-line black and white 
comic strip once a week. Outdoor 
posters are being tried and dem- 
onstrations in local stores are tied 
in with Tommy Bartlett’s radio 
program, “Shopping with the 
Missus,’” on WBBM, _ Tuesdays, | 
Thursdays and Saturdays at 9:45) 
a.m. The new product also is be- | 
ing introduced at newspaper cook- 
ing schools. 


CALVERT FEATURES 
CARTOON SERIES 
New York, Dec. 2.—The “fanatic | 
loyalty” aroused in drinkers of Cal- | 
vert Reserve whisky is played up in 
a newspaper test campaign, featur- 
ing cartoons, launched this week by 
Calvert Distillers Corporation. 
Entitled “Metropolitan Moments,” | 
the series pictures the various ways | 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


| 
| 


Photo-engravers in Chicago | 


207 North Michigan Avenue 


Franklin 5854 


CALVERT TESTS "FANATIC LOYALTY" SERIES 


.... by dere Fabry 


“He's been there ever since | served him 

: - 

a Manhattan made with Calvert Reserve! 

What explains the fanatic loyalty Calvert were 0 
Manhettans’ Why. the cxtre bow 
Diending with — rather than ove 
mised drink You'll find its superb “soft” fever in 
Today. try # Manhattan made eth Calvert 
can drnk of serve 


Blended Whiskey 86% Proof 


“That's the beggar who forgot to make 
my Whiskey Sour with Calvert Reserve.” 


Many @ cor 4 considers it practically fenee to mak 
~ 
. 


Admirers of Calvert Reserve whisky get their chance to show their devotion in 
this new series, entitled Metropolitan Moments, appearing in newspapers in New 


York, three other cities in New York state, and Chicago. 


Lennen & Mitchell 


handles the account. 


| serve!” 


| in which Calvert Reserve admirers 


have expressed their devotion. One 
depicts a man walking on a busy 


| city street in front of a bar with a 


sign, “Do patronize this bar,” while 


| the proprietor explains, “He’s been 


there ever since I served him a 
Manhattan made with Calvert Re- 
In another, a man points 
to the head of a waiter pinned to 
the wall like a hunting trophy with 


| 


_P & G thinks most homes have sev- | 


the caption, “That’s the beggar who | 


forgot to make my Whisky Sour 
with Calvert Reserve.” Jaro Fabry 
is the artist. 

Insertions will appear three times 
weekly in four newspapers in New 
York and one each in Buffalo, Syra- 
cuse, Albany and Chicago for an 
indefinite period, with possible ex- 
tension to other metropolitan cent- 
ers. The test supplements 


the | 


current newspaper campaign in New | 


York, Boston, Philadelphia, Detroit 
and Cleveland and promotion in 


| three magazines. Lennen & Mitchell 


is the agency. 


DUZ SAMPLES POURED 
INTO HOUSEWIVES’ HANDS 


Cincinnati, Dec. 4.—An unusual 
house-to-house distribution test for 
Duz, new Procter & Gamble soap 
powder which is also being heavily 
advertised through transcribed spot 
announcements and in newspapers, 
is being conducted by the Reuben 
H. Donnelley Corporation. 

Unlike the usual distribution of 
coupons, such as those used recently 
for Ivory soap and Camay, the Duz 
operation calls for the delivery of 
actual samples to the home. In the 
Ivory and Camay operations, cou- 
pons were distributed for turning 
in to dealers; in the case of Ivory, 
purchase of one large package of 
Ivory Snow entitled the housewife 
to a large bar of Ivory free; in the 
Camay set-up, two bars of Camay 


| were given with the purchase of 


a large package of Chipso. 
Right Into the Hand 


In the Duz operation, however, 
Donnelley’s uniformed men _ not 
only carry samples, but give a 


canned sales talk and pour some | 


|of the product into the housewife’s 


hand. Not taking any chances on 
the memory of the men, P&G sup- 
plies each with a card containing 
the sales story, which fits into the 


| palm of the left hand, where it is 


supposed to nestle all during his 
working hours. As the story gets 
into swing the sample package of 
Duz is opened and the distributor 


pours a small quantity into the 
hands of the housewife. 

The object of this unusual 
maneuver is to get the housewife 
to try the new product immediately. 


eral boxes of soap powders around 
and an unopened package of Duz 
might just sit around indefinitely, 
whereas an opened package is likely 


to be tried at the first opportunity. | 


STRESS ECONOMY 
IN NEW CAMPAIGN 


New York, Dec. 2.— Mueller’s 
spaghetti is presented to house- 


wives as a money-saving substitute 
for more expensive foods in a 
newspaper test campaign launched 
this week by C. F. Mueller Com- 
pany. 

Current radio advertising, repre- 
senting an expansion of 50 per cent 


HERES HOW | SAVE 122 
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in Mueller’s budget for this me- 
dium, is also keyed to the new 
economy appeal. The newspaper 
and radio campaign is the first ad- 
vertising directed by Maxon, Inc., 
appointed to handle the account in 
October. 


Newspaper copy, appearing in 
four newspapers in New York and 
one each in Boston, Philadelphia 


and Pittsburgh, features headlines 
naming the specific amounts which 
can be saved by using Mueller’s 
spaghetti once or twice each week. 
One typical insertion headed 
“Here’s how I save $2.00 every 
week on my grocery bill” while 
copy explains that the saving is 
“easy” for those who use Mueller’s 
“twice each week instead of spend- 
ing all that money for expensive 


meats and groceries.” 
Uses Scientific Appeal 


A scientific appeal is injected into 
Mueller promotion in a box headed 
“Always remember—only Mueller’s 
gives you all these advantages.” One 
new claim made is that “Mueller’s 
contains all 10 of the vital com- 
ponents necessary for tissue-build- 


is 


ing protein of high nutritive value.” | 
Other claims deal with farina con- | 


tent—‘“‘no other large-selling brand 
contains any farina” 
gestion and cooking time “10 min- 


|utes faster than ordinary brands.” 


Copy also includes a recipe. 
Previous Mueller promotion has 
been built around the general claim 
that spaghetti is a cheap and whole- 
some food, without mentioning spe- 


ease of di-| 


cific amounts or suggesting it as a 
substitute for high-priced foods. 

Insertions of 300 lines weekly 
and 150 lines twice weekly are 
scheduled to continue’ through 
April. 

Radio news programs are aired | 
in 15-minute periods three times 
weekly on 11 stations of the Co- 
lumbia Broadcasting System in ad- 


dition to WEAF, New York, and | 
WGBI, Scranton. Spot announce- 


ments are heard on station WSYR, | 
Syracuse, and five Southern stations. | 


Radio Script | 


Gives Boost 
to Advertising 


Hollywood, Dec. 2.—Advertising 
and its uses played a major role in 
the Nov. 30 script of “One Man’s 
Family,” Carleton E. Morse’s long- 
time Sunday night radio play over 
an NBC network, sponsored by 
| Standards Brands, Inc., for Tender 
| Leaf tea. 
| Advertising came up for discus- 
| sion when Mr. Morse had one of 
| the characters contemplating going 
into the advertising business. The 
| character was made to point out 
| how advertising sells products. 
Other characters were asked to esti- 


mate how much advertising cost 


entered into the price of individual | 


| items, most of the estimates being 
| high. 
vertising played a very small part 
in the cost to consumers. It also 
|was pointed out that advertising 
plays a big role in stimulating mass 
distribution, resulting in reduction 
of cost per item by stimulating 
larger production. 


It is expected that Mr. Morse will | 


| have other opportunities for using 
| script material favorable to adver- 
tising if his character continues 
with his plans for becoming an 
advertising man. 


Economy in Christmas 
Gift Wrappings Urged 

Both retailers and the general 
| public are being urged to economize 
jin the use of gift boxes, tissue, 
| Wrapping paper and similar paper 
| materials in connection with Christ- 
|mas gifts this year. 

“By complying with this emer- 
gency request,” said Lessing J. 
Rosenwald, chief of the bureau of 
industrial conservation of OPM, 
“retailers and the general public 
can assist in conserving materials 
and can thereby aid in our efforts 
to provide an adequate supply for 
essential civilian as well as defense 
| needs.” 


Kinsolving to “Parade”; 


Guarantee Two Million 
| Charles M. Kinsolving, formerly 
associated with Joseph P. Knapp in 
| Publication Corporation, New York, 
| has joined Parade, New York, as 
| head of publications sales contact, 
succeeding Ralph Neusitz, resigned. 
Parade has just issued its first 
rate card guaranteeing 2,000,000 
circulation for the first quarter of 
1942 and 13 papers now carry 
the Sunday magazine. 


Temple Installs Johnson 


Robert L. Johnson, one 
founders of Time and head of Rob- 
ert L. Johnson Magazines, was in- 
stalled as president of Temple Uni- 
| versity, Philadelphia, on Dec. 4. 


WK Bleue 


FAY 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . . air-con- 
ditioned restaurants . . . new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 
One of the Few Famous 


Hotels in America 


CLAUDE H BRENNECT. beneral YVensere 


of the| 


Drops Roto Section 
The Sunday Omaha World-Her- 


| ald will drop its rotogravure section 
}on Dec. 14 and expand the maga- 


zine section with 


pictures. 


eight pages of 


We're Re-writing the Detroit 
Newspaper Story 


FREE PRESS 


Average Net-Pald Weekday 


CIRCULATION 
| 329,682 


Ask for the latest A.B.C. Reports giving 
facts and figures about Detrolt Circulations 


THE DETROIT 


Sree Press 


Michigans Greatest Newspaper” 


Story, Brooks & Finley 
National Representatives 


Then it was noted that ad- | 


| 


| 


| 


| 


There is no substitute for 
Quality... Second best 
cannot satisfy quality con- 
scious executives... or 
please discriminating clients 


Buy Genuine Imported 


NA 


| Glorious product of Cuba's fer- 
tile, golden sunshine and gentle 
rains. Cool, fresh, dusky beauties 
with that smooth, rich, full- 
bodied clear Havana flavor... the 
ultimate in smoking satisfac- 
tion... and the gift that says: “‘l 
come from one who really values 
your friendship and regard”’ 
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GET THE GENUINE! Imported 


Havana Cigars, rolled, 
boxed and sealed in 

Cuba and stamped, 
for your protection, 
with this green Cu- 

ban government 
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ON SALE WHEREVER GOOD CIGARS ARE OFFERED: 
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Eaton Tower bldg. 


WHAT'S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial § | 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bldg. Chicago, Il, 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 


Moves to New Offices | 


in Magazines as 
Test Period Ends 


(Continued from Page 1) 


pects to attain national distribution, 
the second phase of the campaign 
will begin. Based on the news- 
paper test material, eight full-color 
pages with Elsie playing a leading 
role will appear throughout the 
remainder of the year in the four 
weeklies and Parents’ Magazine. 
According to Borden, one serving 


| (two-thirds of an ounce) of Hemo| Ap Forms “Wide World” 
contains one-half the daily mini- 


mum requirement of adults for 
vitamins A, B,, D and G and the 
minerals calcium, phosphorus and 
iron. A normal diet, supplemented | 
by a daily drink of Hemo, should | 


| give adults an adequate intake of 


vitamins and minerals. Borden | 
claims it is more heavily fortified | 


_and better balanced than any prep- | 
| aration of its kind on the market. | 


Hemo will be sold at 56 cents a | 
pound for home use and will also} 
be sold in packages for individual | 


Special News Service 


A separate news service, to be 
called Wide World and to be asso- 
ciated with Wide World Photos, 
Inc., has been formed by the Asso- 
ciated Press to deal with interpre- 
tive and background matter and 
behind-the-news reporting. 

Wide World will take the place 


of the AP’s Special News Service | 


with Wide World Photos illustrating 
its stories. The AP Newsphoto 
service will continue as in the past. 


servings in drug stores. Grocery Adams Quits “Adcratter”’ 


and drug business papers will be} 
used in addition to medical journals 
throughout the year. 

Young & Rubicam directs the 
account. 


Robert W. Adams, formerly busi- 
ness manager of The Adcrafter, 
Detroit, has joined 
estates department of Home Life 
Insurance Company, New York. 


the planned | 


DO IT WITH FARM PUBLICATIONS 


icmeinientintenia since ae 


The farm market has more money 
to spend than it has had ina gener- 
ation. And its purchasing power 
is not only at a new peak, but is 
also characterized by a stability 
it has never had before. 

This means that today the farm 
market is of major importance— 
not a side-issue. And you can't 
advertise to it effectively on a side- 
issue basis with the thin and 
scattered circulation of general 
media among farm people. 

There are two reasons. One, 


the coverage simply is not there. 


Remember, there are six million 
farm families. Only the farm 
publications give you adequate 


coverage of the farm market. 


Second, no medium has the in- 


AGRICULTURAL 
- PUBLISHERS 
ASSOCIATION 


fluence with farm people that the 
farm publications have. No others 
command such complete interest 
from every producer and every 
buyer in the farm family. 

To strengthen your advertising 
in the farm field, use the only pub- 
lications which, year in and year 
out, help the farmer to earn a 
bigger cash income, and then 
help him and his family to spend 
it for better, more enjoyable 
farm living. Agricultural Pub- 
lishers Association, 333 North 
Michigan Ave., Chicago, Illinois. 


OPA Has No Brief 
for Standards, 
Elliott Declares 


(Continued from Page 1) 


catering to varying consumer need 
|and tastes. She made it clear, how 
jever, that the defense emergen: 

“may very well” require limitatio: 

|on variations, but such requiremer 

'will result from the simplificati 

program of the Office of Producti 

Management, not the standar 

| work of OPA. 

| Miss Elliott devoted a conside: - 
able share of her remarks to an «'- 
|tempt to show the = connection 
/between efforts of the consumer 
| vision and the defense progra:. 
|She admitted, however, that her 
|staff looks beyond the emergency, 
saying that “if we have a measure 
of success in this effort, we will 
have contributed not only to the 
emergency but to the world that 
will follow after. Any retailer who 
has had to struggle with costs of re- 
turned merchandise and any man- 
ufacturer who has had to face an 
irate retailer or wholesaler, know 
what unsatisfied and badly informed 
customers cost him in dollars and 
cents. 


Intelligent Consumers Needed 


“This modern world of ours with 
its technology and science will have 
the power to pour highly fabricated 
goods into our homes once again 
when this tragedy has played out. 
Intelligent and well-informed cus- 
tomers will furnish that precisely 
discriminating market that is any 
competent seller’s dearest wish. But 
that’s for tomorrow. 

“For today, the informed, intelli- 
gent consumer is to you in the tex- 
tile business one of your greatest 
assets in avoiding the pitfalls and 
misinterpretations that are so likely 
to accompany times like these. There 
is, I believe, no greater guarantee 
of fair trade practices than an in- 
formed and intelligent consuming 
public.” 


Bryant, Griffith Merges 
with Eddy Organization 


Bryant, Griffith and Brunson and 
| the Chas. H. Eddy Company, news- 
paper representatives, have merged 
as the Ward-Griffith Company. 

Lee Ward and H. C. Griffith of 
the B-G-B organization, are presi- 
| dent and treasurer, respectively, of 
|} the new company. Offices will be 
/maintained at 247 Park avenue, 
| New York; Statler Office bldg., Bos- 


|ton; 22 Marietta street, Atlanta; 
11031 S. Broadway, Los Angeles; 
| Wrigley bldg., Chicago; General 


Motors bldg., Detroit; Hotel New- 
house, Salt Lake City: and 681 Mar- 
ket street, San Francisco. 


eR ae 
| 
Moves J. W. Conrow 

The office of Tourist Court 
Journal’s West Coast advertising 
manager, J. W. Conrow, has been 
moved from Los Angeles to 1672 
Walworth avenue, Pasadena, Ca! 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume! 


More money for 
the HOT SPOTS 


PROBLEM SPOTS 
; 
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REMINDER 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


PREMIUM OFFER IN TEST COPY 


suerrese @496 


POUR Glenmore 
_HURRY—LAST CHANCE , : . .. YOU GET MORE 


This friendly old character reminds shop- 
pers—on behalf of Glenmore Distilleries 
Co.—of the dwindling number of days 
before Christmas. Calendar pages can 
be torn off one by one. D'Arcy Adver- 
tising Co., St. Louis, directs the Glen- 
more Distilleries Company's advertising 
account, 

HERE'S HOW TO GET YOUR PERISCOPE: 

Suh go te your nexghborhond grec or market aad buy 4 cast | 
“a #4 Chon! Cat the word “CHOX* + od 
off the gay and mad i with the coupon below, Oe i right sari, 


FOR HEALTH 


lll el Rates ete d 
Lead Peter Feet tem 


i 
Ae SEH ome Stee hee Wet Chemin. Han F 
ik eR! Vite tn crmecinnn ome cmwenl) at 


whacky ih ae liter mee. Chon teens cpenmey te 


Half page premium color copy run in Chicago Tribune by Beatrice Creamery 

Company, Chicago, for its new instant hot chocolate, Chox, a part of widespread 

test promotion being used in several cities under the direction of Lord & 
Thomas, agency. (Story on Page 29.) 


CONTINENTAL OIL TRAILERS ALSO SELL 


* 


This group of husky youngsters, litho- 

graphed in color on floor displays, is 

carrying the message of Miles Labora- 

tories, Elkhart, Ind., to stores all over the 

country on behalf of its vitamin tablets. 

The life-size display is produced by 
Forbes Lithograph Co. 


Outstanding among the “moving billboards" on American highways are these 
colorful Continental Oil Company trailers, which do a real selling job on the 
company's products. Tracy-Locke-Dawson is the Continental agency. 


BROOKLYN DODGERS GET NEW SPONSOR, STATION 


Shown making arrangements for the broadcasting of all Brooklyn Dodger baseball 
gemes next season for Old Gold cigarets over station WHN are (left to right} 
N Herbert A. Kent, vice-president in charge of advertising and sales, P. Lorillard 


©: announcer Red Barber; Leo Durocher, Dodger manager; and Larry Mac- 
Phail, president of the Brooklyn club. 


NEW TECHNIQUE FOR DEFENSE PICTURES 


MacManus, John & Adams has developed a new twist for defense manufacturing 

pictures which it is distributing for Cadillac, its client, by using a screen and 

special lighting equipment which enable the production of unusual silhouette 

photos. A group like this has been released under the general title, ‘The 
Shadows Hitler Fears." 


FEATURING ENTIRE PANEL OF SEAGRAM PRODUCTS 


~eagrain’s» (uirrs or ( ;00p |AsTE:: SincE 1857 


4 


This full-color spread is appearing in December issues of Collier's, Esquire, 

Liberty, Life, Newsweek and Time, with selling copy in the form of a poem 

called "A Memory of Christmas Long, Long Ago.’ Warwick & Legler, New 
York, is the agency. 


Newell-Emmett Company's fifth annual amateur photographic exhibition, open to members of the agency's staff and clients, 

produced these prize winners: First, “Mare Nostrum,” by Harry McGinnis, N-E art director; second, ‘News in the Groove," 

Reeve Limeburner, N-E art director; third, “C'mon out, yuh rat!" Ronald W. Olsen, General Electric Company; fourth, 

"Vanishing Lines,” Robert Trowbridge, N-E copywriter; fifth, “Optics,” Hardy C. Derx, Texas Company. These and other 
entries in the competition will be on view at the agency's offices until Dec. 19. 
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ell il lo Sweeney 


THE MILLIONS BUY 
THAN THE MILL 


MORE ANTIQUES | 
IONAIRES ..! 


In the good old days, millionaires and museums used 


to buy most art and antiques. But higher taxes have made the rich 
feel poor. So these days, the rich are selling rather than buying! 

Gimbels pioneered in making famous private collections avail- 
able to the general public. It put part of the excellent Hearst 
collection on its selling floors, tagged with price tags like any other 
merchandise. 

The public—ordinary folks, the Sweeneys—rushed to buy! 
Gimbels found that objets d’art, once the prerogative of the rich 
are now bought by everybody. 

We'll let Gimbels tell their experience in their own words. In a 


recent advertisement, Gimbels tells Who Buys Art in 1941. We 


recommend their words to Students of Trends: 


“Who does buy it? Everybody! You don’t 
have to be the Countess of G to cherish 
an exquisite little Ch’ien-lung jade Kuan- 
Yin. You don’t have to have a family tree 
going back to William the Conqueror’s 
great uncle to prize a gadroon-bordered 
Georgian silver soup tureen. You don't 
need a Maytlower ancestor to linger over 
a pine hutch table. You don’t even need a 
fat check book, because we'll extend your 
payments for your treasure over months if 
you like, just as we should if you bought a 
refrigerator. You can live in Flatbush and 
love Reynolds. You can live in Montclair 
and worship Ingres. You can live in Peoria 
and have a passion for Hitchcock chairs. 
You can pay $50 for your apartment, and 


put your dollars instead into the possession 


Gimbels have again proved an old truth 


of one perfect slender Sheraton table. Or 
you ‘can pay $3 for a blue glaze faience 
Egyptian scarab. You can ride the 7th 
Avenue subway and carry home a pair of 
dainty ear-rings that belonged to Martha 
Washington... 

Gimbels ought to know! Gimbels does 
know! We’re a plain store for plain people. 
We don’t have any chi-chi, we don’t have 
any frozen-faced footmen. Plain ordinary 
people want waterless cookers, window 
ventilators, new hats. We have them. 
Plain ordinary people love hand-blown 
early Jersey glass, old wrought iron, por- 
traits by Gainsborough, rooms from the 
Duke of Hamilton's palace, 17th century 
Dutch flower tiles. We have them. It’s all 


as simple as that...” 


if you have anything 


to sell, sell it to the mass market! The millions are your best 
customers, whether you sell hats or Hepplewhite, peanuts or 
Medici portraits, ordinary dinnerware or genuine old Wedgwood. 

Like other smart merchants, Gimbels knows that The News 
delivers most customers for all the merchandise on the selling 
floors. For years, Gimbels have spent far more money in The News 
than in any other New York newspaper. 

The News is read by seven New York families in ten! In one 
medium, it gives most of the market, tells your story to most 
customers. It sells tremendous amounts of merchandise. And 
it is exceedingly economical. If you want to increase sales, 


step-up profit, sell to Millions—tell it to Sweeney in The News! 


THE %) NEWS 


NEW YORK'S “ PICTURE NEWSPAPER 


NEWS BUILDING 
NEWS BUILDING, .\Vew dork + TRIBUNE TOWER, Chicago * 155 MONTGOMERY STREET, San fron 


...7 OUT OF IO NEW YORK CITY FAMILIES READ THE NEWS! 
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